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15,000,000 WIRED HOMES 
ARE STILL WITHOUT 
ELECTRIC REFRIGERATION 





usable, practical features give the new Apex line of 
refrigerators an immediate appeal to thrifty buyers who 
seek exceptional value. It’s actually easier to sell. 


Apex Normatic Cold brings a new and better refrigeration 
service to users. New space saving and step saving features 
add to capacity and convenience. The Apex power unit 
has reserve capacity for the most severe climatic conditions. 


Hundreds of thousands of enthusiastic owners of Apex 


Cleaners, Washers, and Ironers offer a ready-made market 
for Apex Refrigerators. 


Compare the new Apex with any—in price, 
features, appearance. Then get the new Apex 
dealer plan, and learn what Apex has to offer 
in profit-making sales helps. 


qT 


... With Additional Profits from 
this Spring @peX Cleaner Special 


e Here’s a profit-making “number” for your spring 
promotion—the outstanding cleaner value of the season. 
Two handsome, modern cleaners offered at the price of 
one—the finest cleaners that Apex ever has built. 


Just look at these sales-getting features: 


The B-82 Apex Deluxe Floor Cleaner with Forward Rotat- 
ing Motor-Driven Brush, Self-Steering Handle, Shaddo- 


Lite, Pres-Toe Adjuster, Two-Speed Motor, and a score of 
additional features that quickly win attention. The Apex 
Handy Cleaner for the convenient cleaning of drapes, mat- 
tresses, radiators, upholstery, clothing, motor car interiors. 


Now you can offer your customers these two 
superb cleaners at a saving of *16.95, with ample 
profit margin for yourself. Write for full details. 


APEX ROTAREX CORPORATION © Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY 
West of Denver, APEX ROTAREX MFG. CO., Oakland, Cal. « In Canada, ROGERS MAJESTIC CORP., Lid., Toronto, Ont. 
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WRECKING FHA 

tew uncontrolled and unscru- 

pulous salesmen have wrecked 

a fine financing set up. This is 
the status of the FHA so far as it ap- 
plies to refrigerators, washers aud 
ironers. The 10 per cent down pay- 
nent now demanded on sales under 
this financing puts an end to its most 
potent feature. The misrepresentation 
possible and practiced under the no- 
down-payment plan is responsible for 
the new regulation. 

Detroit is a sore spot. Three sales- 
men have been arrested on charges of 
impersonating Federal officers. The 
newspapers are giving front page 
prominence to the story and the Bet- 
ter Business Bureau promises to prose- 
cute. But the taking a dishonest ad- 
vantage of FHA is not confined to 
Detroit. In many other parts of 
the country sales have been made to 
tamilies that have no right to buy. 
From the south comes an example of 
a refrigerator sale made to a colored 
tamily living in a dirt floored shack 
two miles beyond an electric line. It 
is unofficially known that most of the 
losses under the modernization credit 
4 plan are on appliance paper. This 
could have been avoided or reduced 
by a few reasonable regulations. But 
now there is a movement on foot to 
- so limit Title One of the FHA as to 
eliminate appliance financing alto- 
gether; the natural result of such a 
combination of dumbness and _rescal- 
itv as the above instances disclose. And 
the many, as usual, suffer from the ex- 
‘esses of the few. 

So we have another example of the 
tolly of hiring just anybody to sell ap- 
pliances on a commission basis. Its a 
sate assumption that the salesmen who 
made the trouble were hired wholesale 
from a want ad, given a half hour’s 
“training” and turned loose to make 
any sale they could. And if a hungry 
salesman turns in a sour contract he 
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isn’t alone to blame. Many salesmen 
are put to work in this business on a 
basis that would corrupt the honesty 
of Benjamin Franklin. 
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REA THREAT 


A month ago on this page we 
printed a letter sent to appliance 
manufaeturers by farm cooperatives 
building electric lines on goverriment 
loans. The cooperatives are endeavor- 
ing to buy direct from manufacturers 
and obtain wholesale prices for their 
members. Digging into the situation 
we find that to encourage this effort 
to short circuit normal distribution is 
the policy of the Rural Electrification 
Authority. To build quickly a higher 
per-customer load, REA actively ad- 
vocates “mass buying” of appliances 
and wholesale wiring of houses. 

REA goes out of its way to impress 
upon those who borrow from it the 
advisability of centralizing appliance 
buying and house wiring contracts in 
the hands of a single agency, logically 
the same as procures the loan and 
supervises the construction of the dis- 
tribution lines. 

To be definite: On a project with, 
say, 500 farm customers REA points 
out that the award of one contract 
to wire 500 homes will cost less than 
the award of 500 contracts for 
the same purpose. The same prin- 
ciple holds as regards appliances: the 
cooperative organization can buy 500 
washing machines cheaper than the 
customers can procure the same ma- 
chines individually. How this will 
work out in practice remains to be 
seen ; the point is that it is being urged 
strongly upon the local project spon- 
sors. The whole objective is to make 
the limited dollars of the farmer go 
farther, cover more appliances, there- 
fore build up a greater initial load and 
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put the project as a whole upon a 
more substantial basis. 

The effect of this policy upon local 
dealers does not concern REA. This 
government authority feels that the 
local dealer should not place imme- 
diate profit (which it claims would 
not be available without REA) above 
the eventual benefit he will receive 
from a greater degree of farm elec- 
trification in nearby territory. To 
put the same idea in reverse: If the 
dealer insists upon his full profit from 
the new project he will to that extent 
lower the potential market for ap- 
liances, decrease current consumption 
and to that extent jeopardize the sta- 
bility of the project as a self-liquidat- 
ing enterprise; resulting in a decrease 
in the number of projects that can 
qualify for REA assistance on a self- 
liquidating basis. 

This is all very fine for the farm- 
ers, but the stubborn fact remains 
that to encourage cooperative buying 
is to strike a vicious blow at the whole 
structure of appliance distribution. 
This policy must be fought all the 
way along the line. Consider what a 
precedent is being set. If farmers 
buy refrigerators and ranges, washers 
and pumps at wholesale then why not 
factory operatives, railroad employees, 
any group that can organize? 

The following pages carry some 
evidence of the way the electrical in- 
dustry takes it. Associations are be- 
ginning to lodge protests and _ indi- 
viduals, we hope, are writing their 
representatives in Congress. It can 
be stopped only if every dealer, whole- 
saler and manufacturer concerned 
takes the situation seriously enough to 
do something. 


EDITOR 
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CALIFORNIA WHOLESALERS 
PROTEST 


The Pacific Coast Division of the 
National Electrical Wholesalers As- 
sociation at its annual meeting in San 
Francisco on February 14 passed a 
resolution condemning the policy of 
the Rural Electrification Administra- 
tion in encouraging group purchasing 
through farmers’ cooperatives and. ex- 
pressing approval of the stand taken 
by Electrical Merchandising in its 
February issue. 

The resolution follows: 


WHEREAS the wholesaling and 
retailing branches of the electrical in- 
dustry provide employment and liveli- 
hood for thousands of men and 
women through the distribution and 
sale of electrical appliances, and 


WHEREAS these businesses repre- 
sent a tangible investment in money 
and experience that is an essential 
part of the American business com- 
munity, and 


WHEREAS the wholesaling and 
retailing branches by their promo- 
tional advertising and sales efforts 
provide a vital service in the distribu 
tion of electrical appliances which has 
resulted in unprecedented growth in 
the use of these labor-saving and com- 
fort-giving devices by the public, and 


WHEREAS the employment and 
livelihood of thousands of employees 
and the security of invested capital is 
seriously menaced by the announced 
policy of the Rural Electrical Admin- 
istration to foster the direct purchase 
of these appliances from manufac- 
turers by cooperative agencies, and 


WHEREAS such a policy would 
not only destroy established lines 
of distribution but would establish 
dangerous precedents which ultimately 
would result in greater unemploy- 
ment, confusion and hardship, and 


WHEREAS such a policy would 
definitely retard essential business re- 
covery by restricting rather than ex- 
panding the volume of business 
through established distribution chan 
nels, now therefore 


BE IT RESOLVED: That the 
Pacific Div. of the National Electrical 
Wholesalers Association, in conven- 
tion assembled at Del Monte, Febru- 
ary 14th, do hereby petition and urge 
the R.E.A. and its various agencies to 
desist from the practice or proposed 
practice and recognize the regular 
channels of distribution, with the 
earnest assurance on the part of the 
wholesalers that they will lend full 
assistance to any cooperative effort to 
promote the sale and use of electrical 
appliances which will recognize these 
established channels of distribution. 

RESPECTFULLY SUBMITTED AND 
APPROVED BY THE DIVISION 


PAGE 2 


SHORT CIRCUITS 
JOBBERS AND DEALERS 


Your REA editorial in the Febru- 
ary issue, sounds a warning that the 
industry can well heed. 

This favoring of one group is dan- 
gerous potentially. And the Govern- 
ment encroachment in the field of pri- 
vate business is dangerous socially. 

One naturally wonders if there is 
no limit to this sort of thing—and 
what will be next? 

Since a thing of this kind short-cir- 
cuits both the jobbers and dealers in 
all lines of electrical appliances and 
equipment, I am directing the atten- 
tion of our jobbers to the matter and 
to your editorial with the suggestion 
that they act together and urge their 
dealers to do the same. 

The REA is not active in this vicin- 
ity as yet, but who knows when they 
might be—and in a disturbing man- 
ner. 

G. W. WESTON 
Secretary-Manager. 
Electrical and Radio Association of 
Kansas City, Kansas City, Missouri. 
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TEARING DOWN 


In regard to the policy of REA 
with regard to purchases of appli- 
ances. 

As usual these various bureaus op- 
erate their policies from a viewpoint 
about as broad as the blade of a knife 
- tearing down from one group to 
build up for another, and it is no 
wonder that it is dificult to get an 
industry behind their projects. 

I believe this information should be 
gotten out to our membership imme- 
diately, and the matter should be dis- 
cussed completely. Likewise, I intend 
to get the information before the Ex- 
ecutive Committee of the Vacuum 
Cleaner group. 

Cc. G. PRANTZ 
President, The Apex Electrical 
Manufacturing Co.., 


Cleveland, Ohio. 
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GOVERNMENT MISDIRECTION 


Dealers in a good many communi 
ties have been greatly concerned 
with the very apparent leaning of 
federal officials towards cooperative 
buying and complete forgetfulness of 
the economic structure as at present 
obtains. 

It is interesting, however, that on 
my desk with your editorial is a brief 
report by another investigator of the 
same subject mater, in which it is said 
that “No one in authority at EH&FA 
could tell us anything about the 
county farm agents handling such ap- 
pliances, and in every instance our re- 


port was that there could be nothing 
to this”. Of course such contentions 
are quite characteristic of the present 
situation, and from what has gone 
before I think it much more logical 
to believe that support is with farm 
bureau organizations rather than 
otherwise. I haven't the least doubt 
that REA and other agencies of the 
federal government go out of their 
way to impress the desirability of cen- 
tralized buying. 

It may be of interest to you to 
know that some time ago one of these 
rural electrification projects was or- 
ganized in Shelby county, Indiana, 
sponsored by the farm bureau organi- 
zation. 

The contracts presented to pro- 


.spective service users for signature in- 


corporated an agreement to buy all 
supplies and appliances through the 
farm bureau cooperative. When this 
was brought to the attention of Wash- 
ington, there were the usual disclaim- 
ers. 
Then the local merchants of the 
area got together and decided to go 
to bat on the fairness or unfairness 
of such an inclusion. They went to 
to the officers of the farm bureau, to 
the manager of the farm bureau co- 
operative ; to the county agent; to the 
incorporators of the project; to those 
who had been induced to sign the con- 
tracts; to all those interested as pro- 
spective users. It was reported that 
all these admitted that such inclusion 
in the contract was wholly unfair. 

It is my understanding that this 
contract was subsequently revised, but 
all this simply adds to the sum total 
of government misdirection and the 
many theories of futility held by the 
majority of those presumably occupy- 
ing positions of trust and requiring 
ability and experience. 

The basic thought seems to be to 
help some group regardless of what 
happens to others, as in the working 
out of AAA, with farmers paid to 
reduce acreage for certain crops going 
into other lines of production as tem- 
porary side lines and thus ruining 
others who had long concentrated in 
the latter activities. 

HERBERT P. SHEETS 


Managing Director, 
The National Retail Hardware Asso., 
Indianapolis. 
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MANUFACTURERS CAN DEFEAT 


1 agree with you that the threaten- 
ed policy of the Rural Electrification 
Authority, toward group purchases of 
appliances is dangerous to the interests 
of dealers and manufacturers of such 
equipment. Our company will do all 
in its power to oppose this. We shall 
refuse to quote on any such inquiries 
and will promptly notify our dealers 
in the areas affected, of our attitude. 
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Obviously , if all manufacturers 
take a similar stand the REA policy 
will be defeated. 

Your timely warning in this situa 
tion is a real service to all of us in the 
industry and we appreciate it ver) 
much. 

©. A. LENNA Presiden: 
Blackstone Manufacturing Co., Inc. 
Jamestown, New York. 
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DEALERS SHOULD WATCH 
MANUFACTURERS 


Your editorial on the REA is the 
picture I have been looking for for 


sometime. It is a serious situation en 
dangering all Electrical Appliance 
Dealers. 


I think the thing for all dealers to 
do all over the country is to watch 
those manufacturers that sell ‘their 
products direct and not recognize 
them in any way whatever. 

Suppose 500 customers were to get 
organized and are able to buy at Job- 
bers prices—no doubt only about 200) 
or so would buy one make and the 
other 300 all know what the price is 
and what chance would the other 
dealers in the surrounding territory 
have selling them even at their cost? 

And if the dealer should not get im- 
mediate profit I cannot see how he 
will get any later on by selling new 
merchandise. His only way would be 
to sell service on their merchandise 
that they purchased at wholesale and 
I don’t think this would be very prof- 
itable. 

I do not think that many manufac- 
turers of any size will recognize this 
plan and if they do it will no doubt 
be under some other name. This wil! 
mean that at some later time the 
owners will have to lok hard for 
someone to service them, more than 
likely an alley shop. 

Instead of REA favoring Coopera 
tive buying and maximum discount 
to these groups they should disfavor 
this by all means so the local dealers 
might realize some profit the same a: 
the Power Co. do by selling the cu: 
rent. After all, the dealer is usually 2 
heavy taxpayer and should have a 
break. REA should have a plan fo: 
the dealer the same as the Power Co 
have so he could be able to sell his 
merchandise on contract and turn it 
into cash. 

I am speaking just as I feel abou: 
the situation. Have been in this bus: 
ness for fourteen years and a subscribe: 
of Electrical Merchandising almos' 
that long and cannot say too much for 
it. But this very thing is in progress 
in our territory now. 

BURT WAGLE 
Home Appliance Stores 
Geneseo, Illinot 
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ASSOCIATIONS SHOULD 
LODGE COMPLAINT 


Of course I think the plan is en- 
tirely unsound, and that manufactur- 
ers and associations should lodge a 
complaint on this type of operation 
with REA. 

If you have not already done so, I 
would suggest that this be called to 
the attention of the various appliance 
trade associations.* 

J. C. NELSON Vice President 
Easy Washing Machine Corporation, 
Syracuse, New York. 


*EDITOR’S NOTE: This matter has been 
brought to the attention of the associations. 


v 
WOULD HAMPER EDUCATION 


_. The pity is that the intentions of 
tarm cooperatives, which solicit man- 
ufacturers for wholesale price quota- 
tions on electrical appliances are per- 
ectly good. I also believe that as a 
rule, the governmental agencies which 
encourage these policies mean well. 
The great misfortune is that they sim- 
ply do not understand. There are a 
thousand men who will decry in emo- 
tional generalizations the cost of dis- 
tribution for every one who, having 
spent a life time in the work, will 
undertake to explain the unchangeable 
economic facts and to educate the 
good people who want to do some- 
thing about which they know so little. 

| hope that manufacturers who are 
solicited for these wholesale prices 
will treat the solicitations tolerantly 
and even kindly, and then go about 
explaining the ultimate effect of their 
acceding to the requests. Why does it 
not occur to reasonable men, however 
uninformed, that there must be some 
sound justification for methods and 
processes which have gradually evolv- 
ed over a period of many years. No 
thoughtful man would carelessly in- 
dict the whole American distribution 
system, which includes many thou- 
sands of wholesalers and hundreds of 
thousands of retailers, trying and suc- 
ceeding daily in performing services 
which the public could not possibly 
do without. 

To be sure, a single farm coopera- 
trve might go direct to the manufac- 
turer and secure a lower price to the 
immediate advantage of that relatively 
small proportion of the consumers in 
their own groups who know exactly 
what electrical appliances they want, 
which ones are available and how to 
use them. 

_ If the distributing agencies which 
finance distribution, warehouse and 
display stocks; make them everywhere 
available and stand ready always to 
demonstrate, explain and service these 
appliances, are eliminated from the 


held, being short circuited by consum- | 
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er groups who choose to go directly 
to the manufacturer, then who will 
be left to perform these services for 
all the rest of the buying public? 
Moreover, who shall we find to edu- 
cate and sell those who simply do not 
know what is available or how to use 
it? The good people in these farm co- 
operative groups may be misled into 
believing that the mere existence 
somewhere in a factory of an appli- 
ance, is an automatic service to them, 
all of our experience to the contrary, 
notwithstanding. It is a case of the 
blind leading the blind. These people 
do not ask themselves how they ever 
happened to see these appliances, or 
to know of their existence, or how to 
use them, or to want them. These are 
some of the functions of the distribut- 
ing agents. If manufacturers gener- 
ally had to rely for their sales only 
upon that very small proportion of 
the public which would insist on fer- 
reting out the facts, the whole electri- 
cal appliance business would amount 
to very little, indeed. There could be 
no mass production and the prices 
would have to be three or four times 
what they are now. Individuals or 
groups should either be willing or be 
obliged to support the plan which has 
made these useful products available 
to everyone. Any one manufacturer 
who undertakes to give alleged pref- 
erence in the form of factory prices 
to a select few, will automatically 
estrange the factors upon which he 
must primarily depend. 

The notion that people know what 
they want or what is available or 
how to use it to the best advantage is 
grossly mistaken. I know of very few 
cases where the owner of an electric 
washing machine or an electric refrig- 
erator, for example, would ever try to 
get along without one thereafter. But, 
notwithstanding all our advertising 
and sales effort, only a small propor- 
tion of them would come to the fac- 
tory door and beg the privilege of 
buying one. In the electrical appliance 
field, the largest element in distribu- 
tion cost is that of educating the con- 
sumer, and if this work is eliminated, 
1 should fear for the future of the 
business and the service to the whole 
public, including the farm coopera- 
tive groups. 

T. K. QUINN 
President, Maxon, Inc., 
New York City. 


v 
DISCRIMINATION UNSOUND 


We are not in favor of the group 
purchase of appliances by farm coop- 
eratives as we feel that this is a dis- 
crimination against independent deal- 
ers. After all, the backbone of our Na- 
tion is its small and medium size en- 
terprises and we do not believe that 
any plan that discriminates against 
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such business is fundamentally sound. 

We, ourselves, just recently re- 
ceived a request for quotations of a 
somewhat similar nature to that de- 
scribed but our quotation was not 
such as to discriminate against the ter- 
ritorial distributor and needless to say 
we did not expect, nor did we receive, 
the order. 

We feel that in the National pic- 
ture there is definitely a place for the 
independent dealers and_ therefore 
would not be in favor of this move- 
ment. 

GEORGE A. HAAG 
Ilaag Bros. Co. 
Peoria, Lil. 
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REFUSE TO QUOTE 


I have read with interest the edi- 
torial in the February issue of Electri- 
cal Merchandising concerning the 
threatened policy of the Rural Elec- 
rification Authority, and, naturally, 
I agree with you that this is a very 
dangerous precedent and all of us, 
meaning you, the distributors, dealers 
and manufacturers, should protest ve- 
hemently. As for us, we will refuse 
to quote on any of these cooperative 
buying deals other than our regular 
list prices. I can’t see how any manu- 
facturer can afford to jeopardize his 
position with his distributors and deal- 
ers by selling cooperatives of this na- 
ture direct at wholesale discounts. In 
other words, one must be either fish 
or fowl. 

W. N. GALLAGHER 

President and General Manager, 

Automatic Washer Company. 
Newton, Lowa. 
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COLORADO PROTESTS * 


This matter was presented to our 
Board of Directors at last Monday's 
meeting, and it was unanimously rec- 
ommended that we register our pro- 
test with the authorities at Washing- 
ton, and likewise with our local 
Chamber of Commerce. An article on 
the subject appeared in the February 
13 issue of the Denver Chamber of 
Commerce bulletin. 

| do not believe that the REA is 
doing very much in the State of Colo- 
rado although farm cooperatives are 
becoming active in some sections of 
New Mexico, Wyoming and Ne- 
braska. 

GEORGE BAKEWELL, JR. Aanager, 

Electrical League of Colorado, 
Denver, Colo. 


*See Column at right) 
v 
WILL THEY GET THE RANGES? 


In reference to the REA matter, 
this came to my attention § several 
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months ago and I immediately wrote 
a number of miscellaneous manufac- 
turers of electrical equipment, asking 
what their procedure would be in 
cases of this kind. I got one reply from 
ABC washers, stating that they would 
refer all inquiries to their distribu- 
tors or representatives in territory af- 
fected. Other manufacturers did not 
reply. 

We also sent a list of all REA 
headquarters to our own men asking 
that they contact them ana find out 
how the land lay, and what they ex- 
pected. In only one instance have we 
had reaction, which we have referred 
to our distributor in that territory. 

We have been altruistic in the past 
in matters of this kind and suppose we 
will be saps enough to be again, but 
vou can visualize what will happen. 
REA will get all the ranges they want 
at prices that will make regular distrib- 
utors squirm. All range manufacturers 
will be able to look each other in 
the eye and say “I didn’t do it”. And 
then my directors will say “Why 
didn’t you get some of that business ?”’ 

C. A. PIERSON President 

The Standard Electric Stove Co., 

Toledo, Ohio. 
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COLORADO PROTEST 


Mr. Morris L. Cooke, Administrator 
Rural Electrification Administration 
2000 Massachusetts Avenue 
Washington, D. C 

Dear Mr. Cooke, 

This organization has been reliably 
informed that it is the policy of the 
Rural Electrification Administration 
to encourage group purchase of elec- 
trical appliances by farm cooperatives. 
In fact, we have a copy of the type 
of communication now being address- 
ed to electrical appliance manufactur- 
ers by farm cooperatives, asking for 
maximum jobber discounts on wash- 
ing machines. 

We are also reliably informed that 
the Rural Electrification Administra- 
tion is impressing upon those who 
borrow from it the advisability of 
placing all house wiring contracts in 
the hands of a single agency, rather 
than allow these homes to be wired 
under individual contracts. 

Please be advised that the Board 
of Directors of the Electrical League 
of Colorado, meeting in formal ses- 
sion February 10, 1936, went on rec- 
ord in strenuously objecting to these 
policies of the Rural Electrification 
Administration. Speaking in behalf of 
its entire membership consisting of 
electrical manufacturers, wholesalers, 
dealers, contractors and public utility 
companies, the League earnestly re- 
quests you to reconsider your deci- 
sion in this matter, and thus permit 
the rural homes to be wired and 

Please turn to page 22) 
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The Housewife Can Earn Money 


for Her Family by Baking at 
Home On An Electric Range 





By Tom F. Blackburn 
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“She 
Buyinc BLock 


45 out of every SO families in one block are imme- 


diate prospects for one or more of four major ap- 


Michigan, I remember a man 
who lived with his eyes open, but 
head bowed. Day by day he could be 
seen walking in the park or along the 
streets with his eyes on the ground. 
In the course of his years he found 
4,321 pins, 1711 pretty pebbles, 33 
pennies, a rusty watch—but he gained 
a bent back, a crusty disposition and a 
lonely old age. Before he passed on he 


I my boyhood days at Wayne, 


pliances—refrigerators washers, ironers and ranges. 


explained : ‘I thought I could find suc- 
cess by keeping my eyes wide open”. 
But he made the mistake of keeping 
his head down! 

In the questionnaire to 7,000 dealers 
and salesmen upon which this 1936 ser- 
ies of articles is based, 40.7 per cent 
reported “Finding the Prospect”’ to be 
one of the most important considera- 
tions for increased appliance sales. In 
subsequent research among 500 sales- 






































































men to find best prospect-finding meth- 
ods, the general essential appears to be 
to keep your eyes open. But that isn’t 
enough. You must likewise seep your 
head up if you expect to find success. 
Don’t make the mistake of this crusty 
old bird at Wayne. 

I have analyzed as nearly as pos- 
sible, the prospect-finding habits of ap- 
pliance salesmen in relation to classes 
of earning power. It is amazing to 
find that 90 per cent of those winning 
an average income of better than $150 
per month have_some orderly prospect- 
finding plan, while 72 per cent of 
those struggling along on an insufh- 
cient earning of less than $100 per 
month indicate that they operate on a 
hit-and-miss basis — usually a miss. It 
is readily apparent that a primary rea- 
son for sales success is to have worked 
out for oneself a real prospect-finding 


plan — not one that is used occasion- 
ally, but one that is practised as a 
habit week after week. My feeling is, 
based upon the privilege of studying 
over 5,000 case reports, that less than 
30 per cent of all appliance salesmen 
have one. 

Outside of the lack of an orderly 
plan, four general deductions can be 
made from this research as to why it 
is so hard for some salesmen to find 
prospects. All spring from the attitude 
of the salesman himself. 

First, there are those who call 
themselves salesmen who go around 
with the motive of “I’m going to do 
her good,” rather than to “do good 
to her.” Read that again. It spells the 
difference between a go-getter and a 
go-giver. Everyone they approach 
senses their wish to gain. Feeling that 
they are insincere and that the truth 
is not in them, prospects refuse to open 
up. This sort of salesman wants to 
gain most with least work. He isn’t 
willing to live with a prospect. He 
gives up before any effective persua- 
sion has begun. 




































Second, there is a class of salesmen 
who go around with their heads down, 
living in the past. They see all the ob- 
stacles. They firmly believe that a cer- 
tain block was hard to work a year ago, 
or that a certain appliance was hard 
to sell two years ago, they will always 
remain so. They. are insensitive to 
changes in buying interest, to brighter 
business outlook or to any increase in 
the percentages of prospects per block. 
They approach each contact with the 
idea that the prospect won’t want to 
buy. Or they feel that she will only 
be interested in a price so they offer 
ridiculous trade-ins or secretly agree 
to rebate a part of the commission. To 
cover up their selling failure, they de- 
velop weird alibis. Distributors are 
selling prospects at wholesale or com- 
petitors are offering terms that cannot 
possibly be matched. Sometimes this 
attitude inoculates great percentages 
of salesmen in a locality. For exam- 
ple, that is one of the chief things that 
is holding back the Milwaukee mar- 
ket right now. Yet, in a survey 
among 35,000 housewives in Novem- 
ber, I found price to be only two- 
tenths of one per cent as a factor in the 
buying decision. 

Third, there is the perennial prob- 
lem of lack of energy on the part of 
a few salesmen that defeats them in 
finding prospects. We all realize that 
we cannot expect to gain something 
for nothing—at least not for very 
long. All must pay for what they get. 
Time is the salesman’s capital—how 
often, for how many years has that 
been said. If he invests it properly, he 
can buy what he wants with it. But if 
he wastes it, he can expect to get noth- 
ing. Some salesmen fritter their time 
away scandalously. Suppose you 
would come upon a man who, having 
drawn all his savings from the bank, 
stood on the street corner and scat- 
tered away all his money to the four 
winds. You would call him insane. 
Yet that is what many salesmen do 
with their time. 
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A statistician has recently figured 
out that a salesman who lives to be 
74, spends 23 years sleeping, 3 years 
eating, 18 years working and 30 years 
sweethearting. Less sleep and sweet- 
hearting will buy a lot of prospects. 
One of the greatest barriers to sales 
success is too much domesticity. The 
love of the fireside will ruin an appli- 
ance salesman, if carried too far. 

Fourth, some salesmen have trouble 
finding prospects because they fail to 
realize what a great service they are 
rendering. They lack enthusiasm and 
evangelistic zeal. Given that, a sales- 
man feels an obligation to shout his 
sales talk to everyone he meets. The 
world is his audience. Like the friend 
of mine who recently found a Chicago 
cab driver—driving him to a dealer 
meeting—to be a prospect for a wash- 
ing machine and ditched the meeting 
to sell the taximan’s wife. 

We can all learn-a lesson from a 
farmer lad who came into Seattle a 
few months ago, wanting to learn to 
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Gerald E. Stedman 


sell washing machines. There was an 
eight block area of upper-crust homes 
in the town which no salesman had 
been able to crack. Anyone getting 
within the rocked fence estates of the 
mansions of this area would be greet- 
ed by a maid or butler. Owners could 
not be approached. Seeing a chance 
to test the mettle of this lad, the 
dealer told him he was going to assign 
the best blocks of the city to him, of- 
fering to spiff him for sales—the other 
experienced salesmen laughed up their 
sleeves and declared it a spoof rather 
than a spiff. But the kid went out, 
ignorant of everything, thankful for 
the opportinity, and in the first 60 
days set up a selling record that wasn’t 
equalled by anyone in the entire 
Northwest. That is what zeal and 
belief can do in prospect-finding. 
Assume there are 50 homes in any 
average city block. Based upon a na- 
tional survey of buying intent which 
I have just concluded, 10 families of 
that block want a refrigerator, 12.5 
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want a new kitchen range, 12.5 want 
a new washer, and 10 are interested 
in a new ironer in 1936. The sales- 
man who sells all four has 45 pros- 
pects in that block in this fortunate 
appliance year. Sure, I can hear a 
lot of you doubters say—oh, hooey! 
That is why you are having trouble 
finding prospects. But that is the de- 
pendable interpretation of this nation- 
wide survey among 35,000 women— 
You may laugh at me but try to talk 
back to that number of women if you 
dare. They want to buy. Prospect- 
finding was never so easy a problem 
as in 1936. 

Goods wear out and need replacing. 
New appliances appear and are de- 
sired. Markets have a rhythm of 
change in which it is hard to sell di- 
rect at one time and easy at another. 
But even though there is this inces- 
sant change, too many of us look be- 
hind rather than ahead. Because it 
was hard to sell vacuum cleaners 
door-to-door from 1930 until now, 


FAIRCHILD 


we stopped it to a great extent, and 
we say it will always be hard to do 
so again and fail to renew direct sell- 
ing efforts Thus, we have prospect- 
finding trouble. The point I’m trying 
to get at is that because replacement 
of so many old things has been so long 
held back, many markets are now in 
a new upward rhythm. The percent 
age of prospécts per calls is far greater 
than two years ago. It pays to can- 
vass and sell direct to the home again 
That is true in the washer, kitchen 
range and vacuum cleaner fields to- 
day. They are in a period of re-expan 
sion. 

Although housewives have bought 
few new things in the past four years 
they haven’t stopped studying, wish- 
ing or hoping. They have had more 
time to notice advertising during the 
period and the fact that two out of 
each ten homemakers want a new 
ironer indicates the degree of self-edu 
cation on home modernization that 

(Please turn to page 8) 
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in EVERY Price Field... 








In 1936, EASY dealers are offering the most complete line 
of washers and ironers the industry has ever seen. From 
$49.50* to $159.50* the 23 new EASY washer and ironer 
models offer ever-increasing desirability and salability. 

Be sure to see the new EASY washing actions—the new 
EASY wringers—and many other new features whose 
superiority you can show and prove, not just ‘‘talk about.” 

You find the answer to every competitive sales problem 
—you cover the whole field, with this one line now ready 
for your consideration. 

And profits? Of course! 

Dealer profit, second only to the satisfaction of the EASY 
owner, is the object of all the ‘‘Demonstrable Differences’’ 
that EASY builds into every model. The result is that 
EASY dealers in 1935 not only sold more units than in 
any previous year—but, in addition, hundreds of EASY 
dealers rolled up average 
unit sales records 35 to 
60% higher than the aver- 
age of the industry. 

Those extra dollars of list 
price mean EXTRA PROFITS! 

Be sure you get your share. 
Wire or write NOW for 
complete proposition. 


*® Slightly higher in W eatern states 


Beauty that makes its own sales talk. 
Folding table top. Double thermostatic 
heat control. Pilot light. Heat switch. 
Motor switch. Rust- and scratch-resisting 
shoe surface. Knee and fingertip control. 
Over-feed roll. Visible ironing surface. 
Instant roll stop lever. Quick shoe re- 
lease. Full floating shoe. Double exten- 
sion shelves. 26-inch roll, 2,500 square 
inches per minute. 150 pounds, adjust- 
able pressure. Cuts ironing time to %@-14 
the time consumed by hand methods. 


EASY Model 1B Striking new beauty—modern lines—no 


gimcrack” ornaments—smart as a Paris 
gown. Patented Spiralator washing action saves ‘4 washing time; saves 
% to % washing wear; saves “4 soap and hot water; eliminates tan- 
gling. Massive new wringer of exclusive EASY design with six demon- 
strable extra value features. Safety switch protects motor and fuses. 
Cord holder protects electric cord when not in use. Quiet running, 
due to perfection of gear fitting. Lifetime performance. Easy servicing. 
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Huge “Big Boom” Broadside to dealers 
containing 42 punchy EASY newspaper 
ads; details of the new “door opener”; 
Pocket Sales Manual; additional newspaper 
ads on the EASY Trade-in Proposition and 
42” x 72" sales floor poster illustrating the 
various units of the EASY line in color. 


MERCHANDISING 
that pack a Mighty Wallop! (Furnished E-V-E-R-Y Month) 


Another reason why EASY deolers are ‘“‘tops’’ 
in the washing machine business is that they 
use merchandising plans that really ring the 
bell. No “canned stuff,’’ mind you. None of 
the ordinary cut-and-dried dealer helps that 
are old before you can open the package. 
No, sir! EASY dealers get a fresh, new, timely 
merchandising set-up every month... 
planned and written to suit their needs. 
Newspaper ads . . . consumer circulars . . . 
window posters . . . sales-training materials 


EASY 


OA fee. “47. 
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—everything that any dealer could want. 

Illustrated here is one of the recent EASY 
merchandising packages—a typical example 
of what EASY dealers receive reqularly. 


Investigate the EASY Proposition 
Ask to See This Book! 


Maybe the EASY franchise is open in your 
territory. If so—it’s a real profit opportunity 
for you. EASY dealers are making money. 


Five special sales-training folders with 
“step by step’’ demonstration instruc- 
tions which your salesmen can use to 
prove the many sales clinching ad- 
vantages of (1) Damp Dryer (2) Spiral- 
ator (3) Vacuum Cups (4) Dual Release 
Wringer and (5) The EASY Ironer. 


PLANS 


1935 sales eclipsed all past records. ..and 
1936 is way ahead of 1935! Find out about 
this Hine i now y and the EASY dealer proposi- 
| tion. Whoever gets the 
| EASY franchise in your 
| territory is going to make 





| money on it—that's as sure 
|, as anything can be. Write 
| or wire today. Easy Wash- 
| ing Machine Corporation, 
| Syracuse, New York. 


WAS HERS 
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MODEL 67JW — Same as 
P67JBW except with legs 
instead of cabinet _ base 
and t full 


tic pe on — 4 








MODEL F67J)BW AND F67}- 
6BW—Six unit double oven 
model shown below and 4- 
unit model open view at left 
to show storage compartment 
equipment. 





























Another Exciting Chapter 
in the /_:.. vetozrmennl of 


ELECTRIC COOKING 


MODEL 47y7W (at right) 

17” owen, full plain en- 
smel, White or Ivory. 
Utility drawer, condiment 
set, plate warmer and 
sliding tray shelf in com- 
partment at left. 











MODEL 37 7W—I7"’ owen, 
‘3-im-Line’™’ top, White or 
leory emamel, or Pearl 
trim. Cooker im storage 
compariment optional. A 
power(ul campaign leader 
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MALLEABLE IRON RANGE CO. 


13 Leake Street, Beaver Dam, Wisconsin 
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The BUYING BLOCK 


aumee ~=CONTINUED FROM PAGE 7 aon 


has gone on. Don’t think the elec- 
tric ironer market is still in its pion- 
eering period, just because its satura- 
tion is so low. Realize that four years 
of self-education makes it as desired 
and saleable as almost any other ap- 
pliance. 


The Big Four 


Here is an important point. Each 
of these appliances have a greater num- 
ber of prospects per block than in ‘the 
past few years—I mean prospects who 
intend to buy if they can justify the 
purchase economically to themselves. 
True, no one of them has sufficient 
ratio of prospects per block to make 
an exclusive salesman a good earning 
without a grunt, but, add them all 
together and there never was so many 
chances to sell. It requires, however, 
that the salesman shall sell all rather 
than to specialize on one. And I for 
one believe that all four—refrigerator, 
washer, range and ironer—can be ef- 
fectively sold by the same salesman to 
the same prospect by the same argu- 
ments and by using the same selling 
process. In fact, 94 per cent of 8,000 
salesmen recently surveyed think the 
same, although the majority are not 
yet doing so. The surest way, then, 
to solve the prospect-finding problem 
is to represent all four appliances— 
and this can be done in the same spe- 
cialized way as for any one. 

Why these four? Because they pay 
for themselves. I recall, in 1929, a 
study I made which showed that the 
housewife of the 1890’s had only 94 
major desires to select from while, in 
1929 she had 1792~—a gain of about 
1,800 per cent in selective range 
against a gain of some 54 per cent in 
purchasing power. This disparity be- 
tween desire and income tax has, of 
course, widened during the depression. 
Now, with dormant industries who 
idled during the depression, back mak- 
ing aggressive grabs for the consumer 
dollar, the chance for those who de- 
plete family income is relatively less 
bright than those which finance them- 
selves. The greatest selling oppor- 
tunity is for those appliances which 
create definite use savings per month. 
No group of electrical appliances so 
well escapes this competition for the 
consumer dollar as_ refrigerators, 
ranges, washers and ironers. When 
the salesman adopts the sales technique 
of selling their real dollar savings, any 
housewife in any block whose hus- 
band is employed, becomes a prospect 
when he can sell as soon as he gets his 
self-financing story over clearly. 


Individual Methods 


I wish I had space to brief the in- 
dividual prospect-finding methods of 
the 364 reporting salesman who show 
they have the most orderly plan. They 
vary greatly. In Webster, Pa., a rec- 
ord-busting salesman on refrigeration 
follows the ice man, or parks along 
the highway and notices families who 
drive by carrying ice on running 
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have not “rested on their oars.” Ever on the alert 


to merely coast along . . 


Though but a little over a year old, MONARCH’S original 






































“3- and 
4-in-Line” design has already established itself as the most popular 
Electric Range innovation of the decade. But MONARCH designers 


- never content 


- New ideas are constantly crowding to the 


front . . . and here we find them combined in the beautiful “4-in-Line” 
DeLuxe F67JBW illustrated on the left. 


Here Are a Few Noteworthy Features 


UTENSIL STORAGE COMPART- 
MENT—Offered as storage space as 
well as a large warming compartment 
eq as illustrated with plate 
warmer, sliding basket and sliding tray 
shelf—conveniences of real, practical 
value to the housewife. 


ee RECEPTACLE — Now 

with Timer through Selec- 
tor “Ee for ti ¢e 
cooking. 





*P 


SELECTOR SWITCH—It tunes the 
Timer to choice of oven control, sur- 
face unit control or control of Appli- 
ance 


FRONT OVEN VENT—Makes it 
possible to build range in between 
cabinets 


CABINET BASE—Conforms in de- 
sign with standard built-in cabinets 
giving uniformity to the several kit- 
chen units 


ag - a ey modern Noti- 
fier for timing surface cooking. 


| 7 71 —_ CONTROL— 

A superior oven perature control 
of sastapiee ti MONARCH Design. 
(patented) 


These and many other MONARCH features of real importance to the 
aggressive merchandiser are fully explained in literature we invite you 
to ask for. Write now as the first step toward developing 
your electric range merchandising to its highest efficiency 


and profit. 


MONARCH 


The Originators of Electric Range 
Refinements for the Convenience 


cf the AMERIGAN HOUSEWIFE 























MALLEABLE IRON 


MODEL 97JW — The 
Sheffield eLuxe. A 
refinement of one of 
9353's most 

sellers. 17" oven and 
large utility drawer 





warmer. Made in 
W bite, Ivory, or Pearl 
trim, 


RANGE CO. 


13 Lake Street, Beaver Dam, Wisconsin 


i ee 
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equipped with plate. 





Texas, a salesman 
has run up an astonishing sales record 
by getting leads through service calls. 
In Rochester, N. Y., another has won 
enviable success from telephone can- 
vass. In Abilene, Texas, a real per- 
former sticks to house-to-house can- 


boards. In Barger, 


vass. In North Bergen, N. J., a sales- 
man never starts his day’s work with- 
out calling 25 names from the tele- 
phone book. In Waverly, Iowa, an- 
other resorts to shows and group edu- 
cation. In McKeesport, Pa., still an- 
other finds owners the richest prospect 
source. Door callers, store schools, se- 
lective canvass to special lists, watch- 
ing classified “for rent’’ columns, mar- 
riage and death lists, on down the line 
there are many variations. But, in the 
main, the sources found most produc- 
tive in finding prospects for refrigera- 
tors, washers, ranges and ironers, cen- 
ter around seven classifications : 


% Times 
Mentioned 
Friends and Acquaintances.......80% 


Satisfied QCowine rs cccccccccccccccseecccesseeee 85 
Telephone Canvass o.com 10 
House-to-House ooccccccccccseeceereeeeeed 9 
Group Solicitation ccc O 
Selective Cannas ccc: 30 
Store Customers occcccccccccccccseseeeeeeeee..99 
All Other Sources cnccccccccseeee35 


Rather than to scatter his shots over 
too wide a prospect-finding plan, my 
advice to the salesman is to pick out 
two or three of the above sources and 
become a specialist in them. 

It is obvious that telephone can- 
vass and group solicitation are not be- 
ing used in prospect-finding to the de- 
gree they deserve as successful meth- 
ods. On the other hand, there is en- 
tirely too much reliance on store cus- 
tomers as a source in 1936, because, 
as I have said, times have changed 
and if the salesman still waits for cus- 
tomers to come in, he will find that 
someone else, quicker on the trigger 
in the neighborhood, has reached them 
at their home, convinced them of the 
self-financing ability of the product in 
question, and steered them into some 
other store. 

I cannot lay too much stress on the 
necessity for intense sales activity 
among satisfied owners and in straight 
canvass direct to the home during 
1936. The satisfied owner of one prod- 





uct wants to buy at least two other 
products and prefers to buy from the 
salesman and of the dealer whom she 
originally patronized. By selling all 
four, each salesman can count on each 
previous satisfied owner be good 
for at least another product in 1936. 
and that should in itself, largely take 
care of his prospect- finding problem 
But, being satisfied and having this 
buying preference, the owner-prospect 
can be depended upon usually to go 
through some attempt to search the 
salesman and dealer out if she gets 
ready to buy before they reach het 
On the other hand, there are others 
in the neighborhood that cannot be 
sold unless they are reached at the 
home. 

Thus, it is the height of folly fo: 
a salesman to neglect house-to-house 
canvass in 1936. By doing so, he will 
purposely rub himself out of the chance 
to make this his greatest sales year. 
And it will be profitable if handling 
all four products, beyortd his fondest 
dreams, because of the unusual in 
terest in home modernization that all 
housewives have right now. 


A Salesman’s W orth 


How much is a salesman worth? 
I know a Texas chemist has recently 
worked out the physical worth of a 
man to be about 98 cents. In the av- 
erage size body there is enough water 
to wash a pair of overalls, lime enough 
to whitewash a hen house, phosphorus 
enough to tip 2200 matches, iron suf 
ficient to make a ten penny nail, sul 
phur enough to kill the fleas on a 
dog. None of us amount to much 
physically. Our real worth depends 
upon how we use our time, energy 
and effort in a manner to accomplish 
the greatest effect over the widest 
range of people whom we contact 
And the real worth of a salesman in 
1936 will depend upon how well he 
adopts an orderly prospect-finding 
plan, based upon the object of seeing 
the greatest number of people with 
the least waste of time every day 
starting tomorrow. My bet as to the 
best sources of prospects is owners and 
house-to-house canvass. I know I did 
not favor the latter in my 1934 series 
of Electrical Merchandising articles 
—but times have now changed. Try 
it and see. 





“HERE'S A NEWS FLASH, POP—WE GOTTA GET UNDER 
COVER, A DUST STORM'S HEADED THIS WAY!" 
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Come on Along for Profits 


a4 Combustioneer, pioneer maker of 
Automatic Coal Burners, has what it 
takes to give you the plus profits from a 
great ready-to-buy market for economi- 
cal automatic heat. 

Today Combustioneer is ready for a 
record year with a new enlarged factory, 


new increased production facilities and 


new and modern product development. 
And today Combustioneer is going 
places with a hard-hitting merchandising 


program including new, 





aggressive advertising, new 


all-season sales plans and 






new dealer selling helps. 


Combustioneer blankets 


S 
e7. Goin g Places / 










the market for Automatic Heating with 
a complete line of 11 models sized fot 
every heating need. Yes, Combustioneer 
is going places. Why not get all the 
facts about the Combustioneer franchise 
—and come on along for 
profits. Combustioneer, 
Division of The Steel Prod- 
ucts Engineering Com- 


pany, Springfield, Ohio. 
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Orrisittieten tia, JattteernY iets Coal Burners 
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By Henry W. Young 


and effective have earned for 

G. B. Parsons the distinction 
of being a free lance appliance sales- 
man in the organization of his em- 
ployer, the Honeyman Hardware 
Co., of Portland, Ore. The whole 
city of 300,000 is his pasture, so to 
speak. He goes here and there and 
everywhere following his list of per- 
sonal customers, now numbering some 
1500. There is a small private display 
room in the Honeymah building to 
which he carries the key, and in that 
room he is king, crown prince and the 
whole royal family. This personal dis- 
play and demonstration room is ar- 
ranged for the purpose of closing 


Sis methods at once unique 






















sell just as easily the same way. 


At the right are views of two sides of 
the display and demonstration reom 
that Parsons alone uses. The store has 


a regular display downstairs. 


G. B. Parsons has sold 150 in a few 
months by demonstrating to business 
men in their own offices. I. E. S. Lamps 


prospects who are induced to come 
there at certain hours of the day. He 
is not essentially a store salesman but 
spends most of his working day on the 
outside. Therefore, he pursues some- 
what the routine of the family doctor, 
with his office and calling hours. 

In describing Mr. Parsons’ meth- 
ods, a word must be said as to the or- 
ganization for which he works. The 
Honeyman Hardware Co. is one of 
the old institutions of Portland. It 
both wholesales and retails hardware, 
the retail store occupying a large part 
of the ground floor. When electrical 
appliances became a significant item of 
trade they were taken on. At present, 
the company is one of the large elec- 
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‘FREE LANCING’ 


in Appliance Sales 





SRP aeity . e  IP 


“Come and See Me”— the invi- 
tation that G. B. Parsons broad- 


casts to all his customers. 


trical retail outlets of the city. 

Up to about two years ago, Parsons 
had been a salesman on the retail 
floor, with increasing interest in the 
electrical lines as they grew in impor- 
tance. He had come to know a great 
many of the citizens personally in his 


15 years of selling, and felt the urge * 


to capitalize on this following along 
lines that he had carefully thought 
out. So he went to Mr. Honeyman 
and broached his idea. 

On the second floor was a room 
about 15 by 25 feet, well lighted by 
skylight from the air shaft. It con- 
tained a golf school which had lan- 
guished and died during the depres- 
sion. Parsons spoke for this room, and 
for the opportunity to have free rein 
in making appliance sales through per- 
sonal build-up. His long record of ef- 
ficiency won and he was given the 
room and the opportunity. They 
painted the interior for him and wired 
it. In addition, he was to have his own 
telephone and practically unlimited 
sampling privilege. But that was all; 
no elaborate store fixtures or decora- 


aie. << 


Rede be AY 


G. B. Parsons, retail salesman of the Honeyman 
Hardware Company, Portland, Ohio, plays a lone 
wolf hand in digging up appliance business—and 
some of his thorough methods will bear study 


tions, no carpenters or interior deco- 
rators. 

He then went to work and hustled 
his own “properties”. He dug up 
three or four heavy tables and some 
odd chairs and built a few shelves and 
counters. He used white table cloths 
and muslin to cover them, and added 
some manufacturers’ display signs and 
some signs and mottoes of his own. 
Finally, he crammed the place full of 
samples; one of every small electrical 
appliance carried as well as an electric 
range. And do not overlook the “fire- 
place” which shows in the picture. 
This he made himself and covered it 
with paper in brickwork design. 

It must be said that the place has 
a distinctly “homemade” appearance, 
though at the same time a homey ap- 
pearance. “Why did I want this 
place?” said Parsons. “I wanted it so 
as to get my prospect away from the 
store trafic where I could talk to him 
or her and get undivided attention. 
I'll confess that things are more elab- 
orate downstairs and the displays are 

(Please turn to page 8 ) 
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FRIGIDAIRE WIth the 


@ For months Frigidaire has been waiting for chis day. 
For months feverish excitement has been growing .. . 
mounting toward the day when this smashing announce- 
ment could be made. And now Frigidaire proudly displays 
its sensational 1936 product —the New Frigidaire with 
the Meter-Miser. With it, Frigidaire introduces the most 
powerful, the most dramatic selling program ever devised 


Frigidaire launches its 1936 selling season with the most 
sensational new model, the most dynamic selling plans, in its entire history 


to support a aew product. The New Frigidaire is new... 
from stem to stern. And the plans that will help you sell 
more than you have ever sold before, are new plans .. . 
new methods for getting a greater share of refrigerator 
sales. The product, the plans, the sales program .. . every- 
thing . . . is set for the biggest year on record. Remem- 
ber this slogan: “You'll Do Better with Frigidaire in '36!" 















Tsug ou Fhaoog! 


For the first time in the industry, refrigerator pros- 
ts need not be forced to make their decision on 
lind faith or _eaonggenien claims. Frigidaire’s dra- 
matic 1936 progra m provides a definite basis of 
comparison uying an electric refrigerator the 
Right W ay—on its ability to meet All Five Standards 
for oe Buying. Meeting one standard is 
not enou — for complete 1936 value your custom- 
ers will _ Proof of All Five! 



























THE NEW 
FRIGIDAIRE =" METER MISER 


MEETS AZ/ 5 STANDARDS FOR REFRIGERATOR BUYING 








Pre OAT) 
@ Lower OprravrinG cos! 
© SAFER FOOD PROTECTION 


© FASTER FREEZING -MORE IC 


© wor: vusapiiry 


© FIVEYEAR PROTECTION 








FRIGIDAIRE’S FIGHTING CHALLENGE 
THAT SIGNALIZES EVERY 1936 ACTIVITY 


Frigidaire has wrapped up its new product in a new story 
—a dramatic, smashing, aggressive advertising theme! In 
1936 Frigidaire says: “You Can’t Beat Proof!” “Buy on 
Proof !” Frigidaire, and every man who ‘sells Frigidaire 
will be able to give proof, visual, convincing proof, that 
Frigidaire meets All Five Standards for Refrigerator Buy- 
ing! Here is a stirring advertising story that ties together 
both the advertising and the demonstration. This com- 
plete co-ordinated program is a mighty selling cool with 
which Frigidaire men will go to town in 1936! 

With the greatest product in its history, with the most 
forceful selling and merchandising plans on: record, 
Frigidaire offers you the opportunity of having the big- 


gest refrigeration year in your experience. 


MEET THE 1936 FRIGIDAIRE WITH 
THE ““METER-MISER” 


Look at the spectacular New Frigidaire with the Meter- 
Miser! Beautiful — eye-catching beauty! Crammed with 
new use-in-the-home conveniences. Wider, roomier, 
handier than ever! But even greater than these impor- 
tant selling features is the fact that no refrigerator bas ever 
performed as remarkably for so little operating cost! 

The Meter-Miser, Frigidaire’s spectacular Cold-Making 
Unit, cuts current cost to the bone. What an astonishing 
economy story this will provide! 

Frigidaire has built right into the product itself, sellihg 
features, unusaal and compelling beyond all expectations. 
Beside the Meter-Miser there is the Food-Safety Indicator. 
A newly designed, handier-to-use, sealed Steel Cabinet, 
Sliding Shelves, Portable Utility Shelf, Aucomatic Interior 
Light . . . just about everything that has definite sales 
appeal —and this year Frigidaire has added the vital 
selling tool of a Five-Year Protection Plan for every 
purchaser of a Frigidaire. 













This is the ‘ase-eser 
Frigidaire’s new cold-making unit 
cuts current cost to the bone. 
See: - unseen . .. trouble-free 

idden away where it cannot mar 
beauty, gives more cold for much 
less current cost. This is because 
of outstanding design that makes 
necessary only three moving parts, 
permanentl diled, precision built 
and completely sealed against 
moisture and dirt. No wonder the 
Meter-Miser is so miserly in its use 
of electric current! 





The New Food-Safety Indicator 


The boldest stroke ever incorpo- 
rated into the manufacture of a 
refrigerator. Frigidaire is now 
equipped with this new Food- 
Safety Indicator, an accurate instru- 
ment built right into the center of 
the food compartment, giving visible 
roof that the cabimet is kept at 

fety-Zone Temperature, below 
50 degrees and above 32 degrees 
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Five-Year 
Protection Plan 


Frigidaire places such faith 
and confidence in the Meter- 
Miser that this sealed- in 
mechanical unit, a marvel of 
outstanding design and en- 
gineering, comes to your 
customers protected for Five 
Years against service 
expense. 


fe): Lo 
= FRIC Lil Al EE ad 
CRM 


is a Salesman in Itself 


Frigidaire is made only by 
the Frigidaire Division of 
General Motors Corpora- 
tion. Your prospects are 
being educated to look for 
this name-plate before they 
buy. 





FRIGIDAIRE CORPORATION, 
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The 1936 Frigidaire 


Line Includes 
FOUR MASTER MODELS 


from 4.1 to 7.24 cu. ft. ca- 
pacity. All with Dulux Ex- 
terior, Stainless Porcelain 
in Seamless Interior and a 
long list of other superior 
advantages. 

In addition there are the 
Koldchest, 2.1 cu. ft. capac- 
ity...and the D3-36, 3.1 cu. 
ft. capacity. 


FIVE SUPER MODELS 
from 4.1 to 9.1 cu. ft. ca- 
pacity. All with Porcelain 
Exterior and Interior, Port- 
able Utility Shelf, Hydrator 
and the Quickube Ice Tray, 
in addition to all other 
Frigidaire advantages. 


FOUR EXTRA-SIZE AND 
DE LUXE MODELS 


from 10 to 15.1 cu. ft. 
capacity. 
TWO SPECIAL MODELS 
5.1 and 6.24 cu. ft. capacity. 













































FRIGIDAIRE OFFERS THESE OUTSTANDING SELLING FEATURES 
Meter-Miser - Food-Safety Indicator -* Wider, Roomier Interior - 
Portable Utility Shelf - Full-Width Sliding Shelves - Automatic 
laterior Light - Frigidaire Hydrator - Super Freezer - Automatic 
Reset Defi - A ic Ice Tray Release - Quickube and 
Rubber Grid Ice Trays - “‘Double-Range” Cold Control - Sealed 
Steel Cabinet finished in Dulux or Porcelain - Touch-Latch Door 
Opener - Exclusive ‘F-114” Refrigerant. 





DAYTON, OHIO «++ * 





























THE ALL-AMERICA MARKET 
wings lo Westinghouse 





NEW STANDARD OF REFRIGERATOR VALUE! 





















5 years’ 
Protection 
against 
service 
expense 


Welded 
all- steel 
cabinet — 
reinforced 
with steel - 








New 
improved 
Eject-o-cube 

kee Tray 4 
Seandiiola . 
Moonstone 
Ware Food 
Saver 
Set 

























——e 













New 
Adjusto-shelf 
meets vary- 
ing space , 
needs 4. 


“4 




















Gleaming 
white Dulux 
finish —easy 
to clean 





“‘Class’’ features for the All-America mass market! West- Time-tested 











inghouse Refrigerator Dealers find their selling horizons Hermetically- 

pushed back to include 8,000,000 new refrigerator pros- sealed NGH 
pects ...a new market of value-seekers ...a market of Mechanism / AY O%, 
expanding buying power ...an unparalleled sales oppor- 


“ 


tunity featuring protected profits for Westinghouse 
Dealers 

For full details of the Westinghouse Golden Jubilee 
line and sales program, write ‘to Westinghouse Electric & 
Manufacturing Co., Mansfield, Ohio. 






o 


hey 
o &y 


rn wey 


Westinghouse _ 74“ 


REFRIGERATORS 
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S FEW ALABAMA 


IRON FIREMAN 





ATISFIED users are the best 

salesmen of coal stokers ac- 

cording to the experience of 
Clark & Jones, home appliance con- 
cern of Birmingham, Ala., which re 
ports that 50 per cent of its business 
originates from this source. The sat- 
ised users not only furnish the names 
of friends who are prospects, but also 
are glad to recommend stoker heating 
to anyone who may call them for ret- 
erence. In addition they permit in- 
stallations in their homes to be used 
for demonstration purposes. 

This company has pioneered the 
sale of stokers for household use in the 
city and now has some 400 such 
plants in use in the city, or more than 
all other dealers put together. Last 
vear the concern sold 70 stokers, al- 
though business conditions in Bir- 
mingham were not the best and ex- 
pects to sell more than 100 units dur- 
ing 1936. 

Clark & Jones is the only dealer in 
the city maintaining a service depart- 
ment, one which is available on call 
day or night. During the dull sales 
month the sale force pushes stoker and 
furnace clean-ups. This contact with 
owners in itself leads to considerable 
new business. 

“Experience so far has convinced us 

that selling stokers is no over-the- 
ounter-business,” said J. B. Keener, 
nanager of the heating department. 
‘Automatic heat is still comparatively 
iew in this territory and a demand 
for it has to be cultivated. The aver- 
ge home owner still knows little or 
othing about the subject, so that as 
prospect he has to be built up from 
ratch. The satisfied user is very 
elpful in that he helps us bring the 
rospect out of the embryonic stage, 
hus saving the salesman much effort 
nd patience. 

“We lean heavily on satisfied users 

‘cause they not only furnish us pros 
ects but they help us qualify them as 
» whether they are home owners 01 
ot and whether they are able to buy. 

he man who lives in a rented house, 


wy the man 














who owns a \ 
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STOKER” 


Satisfied customers provide most of the leads for Clark & 
Jones of Birmingham, Ala. They have installed 490 auto- 
matic coal stokers to date and expect to sell 100 in 1936 


By George 


no matter how fine, is not a prospect, 
neither is the man who cannot afford 
automatic heating. In these changing 
times it is not always easy except 
through some such contact as with 
satisfied owners to distinguish be- 
tween the home owner and the renter 
and between the man able to buy and 
the one who is not. 

“A number of other methods are 
also used to obtain prospects. Contact 
with coal dealers is often very fruit 
ful as they are in regular contact with 
the home owners who burn lots of 
coal and are therefore interested in 
cutting down their fuel bills. We have 
also worked out a cooperative plan 
with the local electric utility which 
has more than 50 salesmen calling on 
the homes of Birmingham. For each 
prospect for a stoker turned over to 
us by these salesmen we pay a $10 
commission provided we are able to 
close the sale. The utility has all resi- 
dents classified as to whether they are 
home owners or not and is conse- 
quent able to qualify prospects before 
passing their names along to us. 

“Our concern also sells electric re- 
frigerators and holds a cooking school 
regularly in connection therewith. 
Those attending the school are asked 
to check off on a printed slip appli- 
ances they would like to have for the 
home. Space is provided for a check 
on automatic heating and we have ob- 
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H. Watson 


tained some prospects in this manner. 

“After first qualifying the prospect 
we call on him at his office or place of 
business, using a stoker owner or some 
other contact as entree if possible. 
About the first question the prospect 
shoots at us is ‘Well, what will it 
cost ?’ and that is the last question that 
we answer. We advise him that we 
don’t know what the cost will be un- 
til we make a survey of his home, 
which we offer to do free of charge. 
We then obtain some figures from 
him as to his coal consumption, cost 
of heating last year and whether he 
is willing to switch from gas to coal 
for hot water heating. With this in- 
formation and his permission we ex- 
cuse ourselves and proceed to make 
the survey of his home on a standard 
form provided by the manufacturer, 
checking the radiation, the boiler and 
the cost of installing a stoker. 

“After a blue print is made up at 
the factory and we write up a pres- 
entation as to just what the prospec- 
tive purchaser can expect we present 
it to him in a neatly bound folder. 
We usually like to read the presenta- 
tion with him emphasizing each point 
and getting his approval before going 
further. If there is a saving of fuel 
we stress this fact but if not we stress 
the items of cleanliness, convenience 
and eveness of temperature which au- 
tomatic heating makes possible. We al- 


This window display by Clark & 
Jones attracted much attention. 


Note the partial list of owners as 
listed. The point is also driven 
home that Birmingham has many 
dependent on the coal industry 
for a livelihood. 


J. B, KEENER, 


manager of stoker sales 


so mention that our specifications were 
figured on the basis of the prospect 
continuing to use the same grade of 
coal, but that the stoker would make 
it possible to efficiently use lower 
grades. 

“Tf the customer is ready to close, 
well and good, but if he still puts price 
first we ask the privilege of showing 
him a stoker in operation, in fact sev 
eral. We also permit him, indeed urge 
him, to discuss stokers with some of 
our satished owners. The longer the 
matter of price can be deferred the 
better, as it is not such a shock to the 
man who is definitely sold on a stoker. 
from $325 up. Con 
venient terms up to 24 months are ex- 
tended. 

“So far we have had very little 
trouble with competition from gas and 
oil heating. We point out to our cus 
tomers that Birmingham is a coal pro 
ducing district with about 128,000 
persons directly dependent on the coal 
mining and handling industry and 
that by the use of coal they are help 
ing a home industry. Nearness of the 
source of supply also makes it possible 
to get coal at a low price. This is es 
pecially true of the mine run variety 
which is suitable for use in stokers. 

“A year’s guarantee is extended on 
each stoker sold dating from the open 
ing of the heating season. In most of 
our sales provisions are made for the 
stoker to furnish the fuel for hot 
water heating during the Summer. 
Our best selling season extends from 
July 1 to Jan. 1. We have a staff of 
four salesmen in the automatic heat- 
ing department.” 


Our sales run 
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DEALERS OFF TO A BIG 


HEAD START FOR 1936! 


HH POINT ELECTRIC REFRIGERATOR dealers 
are away to a head start this year. January— 
with unusually cold weather—was a big month. 
Sales were 209 per cent of the same month last 
year. February sales moved along at increased 
pace. Now watch March and the rest of the year! 


With a most comprehensive advertising campaign 






crRie 


ELECTRIC REFRIGERATORS 


—and a complete line of 12 models—Hotpoint 
dealers are selling to families of all incomes. New 
deluxe models with distinctive styling and conven- 
ience features have quick sales appeal. Standard 
models at lower prices. Thriftype Refrigerators 
for homes of low income. Easy time payment 
extension plan gives you good display for small 
investment. Write for complete details of the 
Hotpoint Refrigerator Franchise. Hotpoint Re- 
frigerator Division, Appliance and Merchandise 
Dept., Section EM3, Nela Park, Cleveland, Ohio. 
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LMOST of its own volition and 
with little or no publicity the 
humble kitchen light moves 

adily forward. Not even the de- 
ssion has stopped its progress. The 
all unit luminaire has come to stay 
| the reasons for its continued vital- 
are not very hard to find. 

One of them is load. According to 

ual replacement data gathered by 

ctricians in the installation of cam- 
on luminaires in 192 towns and 
ies in the eastern, mid-west and 
southern sections of the country, the 
werage existing lighting load in kit- 
chens is 52 watts; 188 less than Red 

Seal recommendations. 

Regardless of the great number of 
luminaires that have been sold 
kitchens are under-lighted everywhere. 
Many of them are equipped only with 
a 25-watt lamp yet no room in the 
house is used more than the kitchen 
and no electrical device that we know 
of has a more desirable load-building 
value, dollar-for-dollar, than the sim- 
ple, inexpensive luminaire. 

Allowing only 1,000 lighting hours 
a year (former N. E.:L. A. data) and 
accepting the statement that the aver- 
age kitchen is lighted with 52 watts, 
the sale of a new luminaire will pro- 
duce the following results: 


Size of lamp in 
new unit 

Increase, watt-hours ... 

Yearly increase, kilo- 


100 W. 150 W. 
48 98 


Watt NOUrs -.rcceccccsccsees 48 98 
Yearly increase, reve- 

nue, 5 cent rate ...... $2.40 $4.90 
Yearly increase, reve- 

nue, 10 cent rate ...... $4.80 $9.80 


The figures are too well known to 
require comment but with them in 
mind we sometimes wonder just how 
many kilowatt hours increase, (not 
connected load merely but increase in 
the use of current) could be attrib- 
uted to the kitchen luminaire since its 
discovery thirteen years ago. We lack 
the courage to venture an estimate. 

1,000 lighting hours a-year (2% 
hours a day) seems a little low for the 
type of kitchen in which campaign 
luminaires are generally sold by an 
electric company. If we include re- 
cently-built homes with clean walls 
and several windows and apartment 
buildings mostly above ground the av- 
erage may be only a thousand hours 
but comparatively few units are sold 
in these places during an electric com- 
pany drive for sales. 

It is the old house with large 
kitchen in which the solicitor has his 
best opportunity. Practically all of the 
work even in daytime is done under 
artificial light in kitchens like these 
and with cooking, dishes, sometimes 
ironing and very often some of the 
meals served on the kitchen table the 
verage will more than likely exceed 
2% hours a day. 


150-watt lamps in certain types of 
minaires are not at all prohibitive. 
hey are frequently more easily sold 
in 100-watt lamps. 10,000 units 
d recently, last year, by one of the 
ger companies were equipped with 
()-watt lamps and the campaign was 
omplete success. 


- >— 


4 


\ 150-watt lamp means that for 
‘ry 1,000 lights sold on a 5 cent 
e the yearly increase in revenue 
ll be about $4,900; on a 10 cent 
e, $9,800, and these calculations al- 
v for only 1,000 lighting hours a 


a 








year. The selling operation above re- 
ferred to (in a territory, by the way, 
in which one luminaire had been sold 
previously in every third house) must 
have produced an increase in revenue 
approximating $50,000 or perhaps 
considerably more than that. 

It might’ be hazardous to feature a 
150-watt lamp in territory in which 
rates are high, or in a community in 
which only a few 100-watt lamps 
have been sold. The step-up then is a 
little too pronounced but in other 
places where 100-watt lamps have 
been sold in volume, and providing 
the new luminaire is designed to 
take a 150-watt lamp, the larger size 
will be accepted by purchasers as an 
improvement. 

Replacements. No one doubts the 
load-building value of kitchen lights. 
Not even the permanence of the in- 
crease is questioned. It has long since 
been accepted as fact that higher-watt 
lamps, once used, generally “stay put” 
and when burned out are nearly al- 
ways replaced by lamps of the same 
size. Furthermore when a smal: lamp 
is replaced by a larger one the increase 


K. itchen 


in a 


consumer. Obsolete lighting fixtures 
are an abomination and even though 
the early models of the luminaire may 
have lacked something in efficiency 
they were so much better than equip- 
ment replaced by them that purchas- 
ers everywhere recommended them to 
friendly neighbors. It was and still is 
a common occurrence. Entirely aside 
from increase in revenue any appli- 
ance that will reveal to the consumer 
the true value of the service being de- 
livered to his meter will continue to 
make friends among the Utilities. 

The luminaire is not seasonal. It is 
a year-round proposition. The natural 
advantages of shorter days in fall and 
winter are off-set in spring and sum- 
mer by lower electric bills. Average 
weekly sales remain surprisingly 
steady throughout the year. 

The foregoing are some of the rea- 
sons why the production of the small 
unit luminaire has maintained its 
place among standard appliances ever 
since its discovery thirteen years ago. 
Introduced during the “Buyers strike” 
of ’21 and ’22 which we then thought 
was a depression and at a time when 


Lighting 


omeback 


The humble luminaire, from a load- 


building and profit-making stand- 


point is a natural in the movement 


to modernize and electrify kitchens 


By L. B. Michaels 


holds good year after year. The same 
low wattage, 25 or 40, would be in 
service next year and the next if the 
low-watt lamps were not replaced by 
larger ones. 

Additional Sales. City-wide inter- 
est aroused by advertising and solici- 
tation will stimulate sales through 
dealers and department stores and 
particularly so when sound, profitable 
arrangements are made for dealer 
participation in the campaign. 

It is true also, a fact of experience, 
that improvement in kitchen lighting 
will create desire for more efficient 
illumination in the dining-room. It 
is not at all uncommon for luminaire 
salesmen to bring in prospects for 
dining-room fixtures. Another item, 
and of equal importance, is the serv- 
ice rendered by a new kitchen light. 

Electric Service can be no better 
than the equipment through which the 
current flows and just the extent to 
which the luminaire (or lamp or 
range) performs its functions will mil- 
lion-dollar service be valued by the 
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two major electrical innovations, re- 
frigeration and radio, occupied the 
center of the stage the almost insig- 
nificant kitchen light demanded and 
received its share of approbation—on 
merit. 

It must have been merit. Through 
mistakes, confusion and fully justified 
criticism of early campaigns; those 
conducted by electric companies occa- 
sionally as well as by others, the 
luminaire carried on until selling 
methods improved, became partly 
standardized and literally train-loads 
of units were sold. 

Future Sales. With luminaires of 
various kinds being produced in so 
great a volume against a definitely 
limited number of wired kitchens how 
long will sales continue? Two years, 
five years, ten? Considering the data 
at hand we would not hesitate to pre- 
dict that as many _ so-kitchen-lights 
will be sold in the next ten years as 
have been sold in the last. Some Mil- 
lions. 

There are some few electric compa- 


nies that have sold luminaires almost 
to the point of complete saturation but 
others have done only half a job—or 
less. The smaller places particularly 
have been neglected. It is not unusual 
to find an electric company that 
bought a thousand lights sometimes 
during the early excitement, sold half 
of them and believing that dealers 
would saturate the territory stacked 
up the remainder in the basement. 
The result, even today, in such places 
is practically virgin territory. 

Dealers buy luminaires. They buy 
a great many of them as any manu- 
facturer will be pleased to acknowl- 
edge but a very large proportion of 
them (except in cooperation with elec- 
tric companies) are sold with house- 
wiring jobs. Comparatively few are 
sold over the counter or by direct so- 
licitation. Lights sold by mail-order 
houses and chain and department 
stores, as well as by some contractor- 
dealers, are frequently installed in 
places other than kitchens. Three in 
a 3-chair barber-shop, for instance, a 
hundred or two in a tenement or of- 
fice building or several dozen will 
sometimes decorate the pergola in a 
gasoline filling station. 

The market for luminaires sold by 
electric companies is the dwelling built 
more than eight or ten years ago. Old 
houses in which the type of fixture 
usually replaced is a chain-pendant or, 
rarely, a drop cord. But suppose for 
a moment that the old-house market 
was glutted, that the sale of kitchen 
lights like electric irons had reached 
complete saturation (as might be the 
case ten years from now) what then? 
Would electric companies be forever 
satisfied with 100 watts in kitchens? 
Would manufacturers stop making 
luminaires? We think not. Saturation 
did not stop the makers of electric 
irons. It spurred then on to greater 
improvements, to heat control and 
thousand-watt units and the same 
process could and would apply to the 
kitchen luminaire. 

In fact lighting equipment as well 
as selling methods have been improv- 
ing steadily ever since 1922. At that 
time all ceiling-holders were “duco” 
finish; there was no such thing as a 
pendant switch-outlet, over-sized clear 
lamps only were available and, worse 
vet, we were selling glare instead of 
illumination. Why shouldn’t improve 
ments continue ? 


Methods of handling accounts, ad- 
vertising, supervision, compensation, 
installations, check-up on salesmen, 
prevention of unnecessary removals 
and dealer participation in campaigns; 
all have improved and have been co- 
ordinated into a simple, complete sys- 
tem of operation. 

One feature alone, stimulated by 
the Better Light movement, is an ex- 
ample of the progress to which we 
refer. The sale of kitchen lights by 
dealers and merchants. Nothing elec- 
trical is more easily sold than a low- 
priced luminaire. 

The road ahead is clear. Electric 
companies want KWH. They would 
like to have a load-building luminaire 
in every kitchen on their lines and in 
our belief the manufacturer will con- 
tinue to do as he has always done. He 
will keep on improving his product 
to fill the need, to maintain the pace 
set for him by the more progressive 
members of the Industry. He will 
do his part in forging on ahead to- 
ward that 240-watt goal in kitchens. 
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Use These 
SELLING 
Features 


Each feature f the Hamilton 
Beach makes a strong sales talk 

but use them a// and you have 
i presentation that sells every 





prospect 


Portable Mixing Unit 
One-Hand Operation 
M 


Patented ‘Bow! Controi"’ 


One-Piece Guarded Beaters 


Tilt-Back Motor 
M 


57% Increase in Power 
ne 


No Radio Interference 


High-Speed Juice Extractor 


ging 


Practical Attachments 






Streamline Beauty 
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HAMILTON BEACH /],7/ ,, 


FOOD MIXER 





IT SELLS Because 
IT’S GOT WHAT YOUR 
CUSTOMERS WANT... 


It is convenience features that sell food mixers 

features that make for easier operation, great- 
er usefulness and better results. The Hamilton 
Beach food 
Check them over 


mixer has all these advantages. 
study them — use them in 
your sales talk—demonstrate them to your pros- 
pects. You will see why Hamilton Beach is the 
mixer your customers want—why it is the easi- 


est to sell. 
We Tell Them, Too 

All our advertisements in national magazines 
more than 46 million—tell your customers why 
a Hamilton Beach food mixer is easier to use— 
does more and better work. Window and count- 
er displays, folders, newspaper ads and other 
tie-up material carry this same story— and are 


furnished dealers free on request. 


Y our Profit Is Protected 


Hamilton Beach food mixers allow a liberal 
margin for profit. They are distributed and sold 
through Wholesaler and Retailer. We do not 
sell mail order jobbers who give dealer's prices 
referred to 


to consumers. All inquiries are 


Dealers. This policy protects your profit on 


every sale. Order from your Wholesaler. 


HAMILTON BEACH CO. 


Racine, Wisconsin 


WHEELS 


— About describes Salesman Al Bell 
of Mace-Ryer, Kansas City who gam- 


bles his own money to get business 


— but gets big commission rewards 


ss OT every fellow selling ra- 


dio is dragging down $150 

a week commission checks,” 
Sorenson of General Household said 
not long ago. “Al Bell of Mace-Ryer 
down in Kansas City does it once in 
a while. You ought to write up his 
technique.” 

So that is why your correspondent 
drove up to 2421 McGee Street not 
long ago and asked for Albert Bell. 
He was out. 

In fact he was always out. After 
a day of fruitless calling back, your 
correspondent snorted, “Say, doesn’t 
that fellow have any floor time?” 

“Yes, six hours a week, but he nev- 
er takes it.” 

Albert Bell represents the phenom- 
ena of mass production in selling. He 
makes more contacts with potential 
than any other salesman 
your correspondent has met. No radio 
salesman in Kansas City, it is safe to 
say, is in the presence of a prospect 
so much time as he is. This story was 
gathered by going out with him and 
watching him work. 

Surprise No. | occurred when Al 
Bell drove up to the curb in a truck. 
Out he hopped and doggoned if he 
wasn’t wearing a zipper jacket and 
the outfit of a service man. 

“Why the get-up?” I asked. 
“What’s the idea of running this truck 
when you have to buy your own car?” 

“TI got tired of letting other fellows 
sneak in between the time I made the 
call and the delivery,” Al replied. “I 


customers 
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Bell dug in his own pocket for money 


run classified advertisements. 


realize that most salesmen would faint 
at the idea of buying a truck, but I’ve 
got fifteen radios tucked away in there, 
and the minute I get a_ prospect 
steamed up, I leap into his house with 
the goods. The system works, for I’ve 
worn out three trucks already.” 

“You deliver on the cuff, then?” 
he was asked. “What if the prospect's 
credit turns out to be poor?” 

“Well I frankly tell him I’m leav- 
ing the radio subject to the credit 
office’s approval. I don’t pick up the 
trade-in then, you notice. If I get a 
turn down, I go back and expostulate 
on my hard luck, inform him we will 
have to work out another deal. If it 
gets thumbs down, I simply pick up 
the new radio I left and kiss him 
goodby.” 

When Al Bell bought his first truck 
he realized he was running a store on 
wheels, and would have to get a vol- 
ume of calls. So he dug into his own 
pocket and ran a classified ad in the 
Star offering a bargain radio for sa 
A residence address was printed, and 
Mrs. Bell stayed home and caught the 
calls. Al telephoned her every ha'f 
hour. Prospects answering his ad were 
amazed to see his truck roll up 1 
front of their houses often only a fe 
minutes after they lifted the telepho 
receiver. 

Today Al Bell still runs the cl: 
sified advertisement, although the $ 
.35 a week is now paid by Mace-Ry¢ 
and the calls are taken by a prot 
sional bureau. The idea isn’t as | 
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as it once was, and he gets more leads 
from the 4,000 accounts that he has 
opened in the last seven years for 
Mace-Ryer. Bell believes in reward- 
ing tipsters lavishly. 

A flash came in while your corre- 
spondent was with him, and away we 
went. It was a typical prospect want- 
ing a $20 radio. Al Bell dashed off 
for the front porch lugging not only 
a $20 set but a $40 one. 

“Here’s that $20 set we were talk- 
ing about, Madam,” he said. “It will 
get about 15 stations for you. I also 
thought you would like to see this 
$40 radio. It will get 100 stations 
for you. For $20 more you get six 
times as much for the money. And 
when you are paying for it at the rate 
of $1 a week, it’s just as easy to get 
a good radio while you are doing it.” 

The woman pricked upon her ears, 
and after Al Bell looked around the 
living room, he decided that it was 
too swanky a home to tolerate a table 
set. So out to the car he went again 
and this time wrestled in an $89.50 
console. 

“Now this set has everything in ra- 
dio. It offers you the all wave fea- 
tures you hear so much about. I’m 
going to tell you the truth about all 
wave. Sometimes you get it, some- 
times you don’t. You can have a lot 
of fun listening to police calls, and 
it’s smart to get Paris for your com- 
pany. But remember you can’t do it 
every time. However, this is a new 
angle to radio, and it will develop, 
and so I think you ought to have a 
set that is prepared for it.” 


A watch held on Albert Bell will 


HOW MANY SALESMEN 


Where other salesmen buy slick cars, 
Bell buys trucks so he can deliver as 
he sells. 


show that his average call takes 30 
minutes. About 15 minutes of this 


time is spent in teaching the prospect | 


how to tune. 

“TI do that because much of the dis- 
satisfaction comes from people failing 
to get stations. When I make the cus- 
tomer do it, I’m sure he learns. When 


I do it and let them watch, they often | 


miss a lot of points.” 

Mace-Ryer allows 10 per cent on 
trade-ins. If the salesman gives any- 
thing more than that, it comes out of 
his own hide. Bell doesn’t hesitate to 
tell a prospect that. He sells from 15 
to 25 radios a week, he declares, aver- 
aging around $60 a sale. All are time 
payments, as the company feels it an 
advantage to have a lot of people com- 
ing in weekly. True, there are a lot of 
repossessions, but this way permits 
greater volume and the majority of 
accounts work out. 

Albert Bell has many ways of get- 
ting leads. For a time he found that 
the radio rental idea went over hot. 
He placed a lot at 50c a week, called 
back later and pointed out the foolish- 
ness of the idea. He used the 15c a 
day rental plan to move 125 refrigera- 
tors last year. 

All of Kansas City is Albert Bell’s 
oyster. His quick 30 minute solicita- 
tions, his rapid contacts, his johnny- 
on-the-spot tactics with the merchan- 
dise give him a big volume of sales. 

“The people who come into the 
stores to look at radio are shoppers 
and the worst kind of prospects,” he 
says. “It’s in the homes you find the 
real business, and you’ve got to go 
after it” 


WOULD BE WILLING TO: 


1. Buy a truck instead of a car 


clothes 


to tipsters 


Work a 12-hour day 
ELECTRICAL MERCHANDISING — 


- Wear a service man's outfit instead of good 


- Give up all floor time 


Pay for some of their own classified adver- 
tising and telephone service 


. Have their wives help out 
. Dip into their commission checks for presents 
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@ The Fairbanks-Morse Refrigerator is the only refrigerator on 
the market that gives you, the dealer, a demonstrable money- 
saving feature that customers can see and feel and understand. 
This feature is the CONSERVADOR. It is a shelf-lined inner door 
behind the main door for storing most frequently used foods. It 
serves to keep the COLD air from rushing out when the main 
door is opened. Motor doesn’t run as often. A five-minute dem- 
onstration that shows lower refrigerating cost means more to 
a prospect than five months of claiming it! And it means more 
sales for the dealer. That’s why F-M dealers are “going to town.” 
It puts overwhelming sales advantage on your side— because 
with the CONSERVADOR you can show economy and con- 
venience that others only claim. And that’s not all. The F-M 
Refrigerator has everything offered by any other refrigerator 
—plus the CONSERVADOR. 


Conservador Refrigerator machine 
units are warranted for 5 years. 


What to do about it—If there is an opportunity for more sales 
and profits in selling refrigerators—you want to get in on it. 
There is! It's the F-M franchise. Maybe it’s open in your terri- 
tory. Don’t miss the boat by waiting—write or wire now for 
details. Fairbanks, Morse & Co., Home Appliance Division, 
Indianapolis, Ind. 


FAIRBANKS - MORSE 





Other Fairbanks - Morse Products: Washing Machines, Ironers, Radios, Automatic Coal Burners 
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So you want results? 


For years manufacturers have kept 
“ribbing” us about inquiries—returns 
—evidence that dealers wanted their 
literature—and all that sort of thing. 

So about a year and a half ago we 
ran a section briefly reviewing manu- 
facturers literature that had been sent 
to us—put a coupon at the bottom to 
make it easy for dealers to get what 
they wanted. 

Results? Well even we've been sur- 
prised at the thousands of requests for 
various pieces that have been consis- 
tently coming in. 

Take just the first two months of 
this year— 2 page January and 2 


page February—under the heading 





FREE 
Fo 


MANUFACTURERS’ SALES HELPS 


1430 requests covering the 215 
pieces reviewed have been received 
and forwarded to manufacturers 
up to March Ist—and they're still 


coming in. 





Truly, there’s magic in the definite 
offer of a specific piece of literature 
that will help the dealer make more 
profits for him—and for you. Try it 


some time. 
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sion in this matter, and thus permit 
the rural homes to be wired and 
equipped with appliances in accor- 
dance with established methods of pro- 
cedure and normal channels of dis- 
tribution. 

We believe that the Rural Elec- 
trification Administration is establish- 
ing a very dangerous precedent in 
encouraging the group purchase of 
appliances and the wholesale wiring 
of houses by farm cooperatives. We 
believe that, if such a policy is jus- 
tified in the instance of the farmer, 
similar privileges might just as well 
be extended to the factory workers, 
railway employees and others. The 
policy, in our very definite opinion, 
is not economically justified and could 
not help but react to the disadvantage 
of every branch of the industry. 

May we please have your reaction 
to the opinions expressed in this letter 
and let us know whether or not the 
information we have received relative 
to R E A policies is substantially 
correct. 

Very truly yours, 
GEO. BAKEWELL, JR. 
Manager 
Electrical League of Colorado 


TOO BAD FOR THE DEALER 


We have been painfully aware of 
the threatening condition to which 
your editorial refers with respect to 
the possibility of the farm cooperative 
organizations purchasing electrical 
appliances and selling them at whole- 
sale prices to the farmer. As long ago 
as last September we warned the local 
wholesalers of activities which threat- 
en the very foundations of our indus- 
try. This applies not only to electrical 
appliances, but as you realize, to all 
wiring materials and lighting equip- 
ment as well. The wholesalers appear 
to be somewhat indifferent to this 
matter, and instead of taking a stand 
as to whether or not they are going to 
protect the dealers business, they are 
watching to see what the other fellow 
is going to do. If any responsible man- 
ufacturer or distributor yields to the 
demands of the cooperatives for 
wholesale prices, it is just going to 
be too bad for the dealer for the rea- 
son that as you point out, if the far- 
mer is entitled to buy on such a basis, 
why not every other type of con- 
sumer, 

While we concede that the farm 
market presents large possibilities, it 
will not for a long time compare 
with the urban market, and if we con- 
cede anything to the farmer that will 
break down the normal channels of 
distribution, it cannot help but have a 
serious and far reaching effect on our 
major markets. 

I might also add that there are suc- 
cessful cooperative farmer organiza- 
tions in this state which are selling 
legitimate merchandise in a legitimate 
manner. Where they handle standard 
products they are conducting their 
business along accepted lines; operat- 
ing their business much in the same 
manner as any other private group or 
individual, paying their customers 
only a modest patronage dividend, and 





therefore represent ethical competi 
tion. Such cooperatives are invariably 
successful but there is too much ten 
dency to ignore successful principles 
in this movement, and proceed along 
lines that are not beneficial to the 
farmer himself when the whole thing 
is carried out to its last analysis. The 
sale of a general line of electrical ap- 
pliances by a cooperateive group will 
defeat its own purpose, if a proper 
service organization is not established 
and maintained along with their pur- 
chase and sales department. If there is 
any feeling that they are going to do 
selling and let the poor dealer absorb 
the service problems, it is hardly nec- 
essary to assure them that their cus- 
tomers are going to land up with a 
beautiful bunch of unserviceable 
equipment. 90% of the farmers know 
that the value of a good piece of farm 
machinery is represented to a large 
extent by its inherent quality, plus 
the service facilities that are available 
to him. The same thing applies to 
electrical appliances and a_ serious 
mistake will be made if the mainten- 
ance of electrical appliances thru the 
regular dealer distributor channels is 
not given serious consideration. 

I wish to compliment you on going 
into this matter and calling it to the 
attention of the trade as you have in 
your February editorial. I hope that 
the entire industry will wake up to 
its responsibility in this question, so 
that the administration may conclude 
that we are prepared to do such a 
good job of serving the farmers to his 
best ultimate interest, that it will be 
unnecessary to sponsor any activities 
along this line. 

WILLIAM A. RITT 
Secretary-Manager, 
Minnesota Electrical Council, 
Minneapolis, Minn. 


SERIOUS MENACE 
TO PROSPERITY 


Your editorial about group  pur- 
chasing of appliances by farm co-op- 
eratives was very interesting to us 
because we have received a number of 
inquiries from such associations and 
have wondered whether they might 
become a rather serious menace to the 
prosperity of this industry. 

I hope that your publication will 
continue to combat this co-operative 
program with all the force you possess. 
I suppose that you have enlisted the 
Secretary of our Association in yout 
group which is being lined up to fight 
this “co-operative” activity. 

R. D. HUNT 
The Dexter Co., Fairfield, Iowa 


DANGER OF 
SUB-STANDARD APPLIANCES 


Regarding the editorial in ELEC- 
TRICAL MERCHANDISING. 

We, of course, are opposed to an) 
user of electricity buying current con 
suming appliances that are sub-stand 
ard. The utility gets hurt through 
the distribution of such appliances 
because the customer is not satisfied 
with the service rendered from such 
equipment and consequently is not 
so anxious to buy any additional ap- 
pliances. 

(Please turn to page 28) 
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@ Believe it or not, women are still more interested 
in what an electric washer will do for them than 
they are in facts about construction, appearance, 
or low price. For this reason Lovell believes that 
retail sales people who sell Lovell-equipped elec- 
tric washers want to know more about the Lovell 


Wringer—how it saves labor, time and clothes. 


One of the appealing advantages of the Lovell is 
the conveyor feature. The user of a Lovell Wringer 














does not have to lift the entire weight 





of heavy, water-soaked garments 
from one tub to another. She feeds 


only the light ends of blankets, 





sheets, etc. to the rolls. The power- 
Sovel prego Siennseep hove : ; 

assed all the rigid tests of Goo " 
ee eee ee driven Lovell then lifts the remain 
therefore, have won the Seal of 
Approval, which millions of 
women consider the best indica- 











_ S Mile and Conven 


HEAVY WATER-SOAKED 


fort quali aod periormance. 1 OL OVELL MANUFACTURING COMPANY © ERIE, PA. 





ing weight, automatically conveying the garments 
to the wash basket or tub of rinse water. 


Unbiased scientific tests have proved that the Lovell 


conveyor feature saves the user from 65 to 90 per 





cent lifting energy as compared with other methods 





of drying clothes for the line. 





Add to this the significant advantages of Lovell pres- 
sure cleansing, adjustable pressure, non-breakable 
structural steel frame, oil-less bearings, never-failing 
safety releases, hand-made rolls, and quick reset lever, 
and you have enough distinctive features to win the 
preference of the most particular buyer. Bulletin 
25-A contains complete information on the Lovell 


Wringer. A postcard will bring you a free copy. 
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HE GOLDEN FLOOD OF 
DALEa 13 PROVING. 


EBONITE ECONOMIZER 


ELECTRIC COOKING 
COSTS SLASHED 


A triumph of Westinghouse engi- 
neering, combining TOP SPEED 
with AMAZING ECONOMY. 
Keeps food cooking as fast as it can 
cook, with but 40% as much elec- 
tricity as the ‘“‘low”’ on other electric 
ranges. For instance; a Savory Roast 
and Vegetable Dinner, by actual test 
that you can demonstrate and prove, 
cooks as fast as the fastest, AT A 
SAVING OF 40% IN ELEC- 
TRICITY. 


UNDREAMED OF 
NEW CONVENIENCES 


Illuminated ovens with scientific ““Heat-Eveners’”’ . . . 
sliding shelves with flat non-tip bars . . . record speed. 
Twin ovens, giving more capacity with greater econ- 
omy ...Dual-automatic controls that sear a roast 
beautifully at high heat, then complete the cooking 
automatically at the lowest, most economical tempera- 
ture, while you are away...Automatic “Minute 
Minder” , . . Illuminated cooking platform... Roller 
bearing drawers... Time-defying COROX sealed-in- 
steel-units . . . novel cigarette lighter . . . new ““Econo- 
mizer” platform units that cut monthly electric 
cooking costs. 


beeen? 


oe 


tee 
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SvYEayY BOUSsE HEEDS 


TO HELP YOU MAKE 1936 
your GOLDEN PROFIT YEAR... 


sixteen pages of full-color magazine advertising are 
carrying the news of these amazing Golden Jubilee 
Electric Ranges and of Westinghouse ALL-ELEC- 
TRIC KITCHENS in the short period to April 
alone. 

Inquiries from women are pouring in by the 
thousands. Retailers to whom these are forwarded 
are enthusiastic about the greatest sales successes 
they have ever enjoyed. GET INTO THIS FAST- 
MOVING PROGRAM RIGHT NOW. MAIL 
THE COUPON. See the 72-page range portfolio 
and the kitchen manual illustrated at the right, 


WESTIMEROESE ALL-CLECtere 


A complete maneal of practical reformation 
for erecetives ea@ salesees 


OS eS 
TF ele 









showing the greatest array of sales helps and plans 


ever presented to speed YOUR sales of electric 













ranges and complete electric kitchens. 


Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio 

I want the whole story of your Golden Jubilee electric 
range and complete electric kitchen program. RUSH it 
to me. 









IN in a densli ds edd windcn Wich 0 OS a ee 
(Title) 


I 5s x saa entranced rmsdiith leer rin vee pe kel E.M.-3R 
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Phenomenal acceptance of 
our 1935 automatic coal 
stokers has created a busi- 
ness volume that, with new 
cost-reducing machinery, en- 
ables us to announce dras- 
tically lower prices for 1936 
... On regular precision- 
built Link-Belt models, with 
new exclusive engineering 
features added. The line 
is complete: domestic to 
300 H. P. 

Backed by a world fa- 
mous, $18,000,000, AAAAI 
rated company, 60 years in 
business, is an effective mer- 
chandising program that in- 
cludes: 

direct factory financing 

on a new 5% plan. 


LINK-BELT COMPANY 
2410 W. 18th Street 
Chicago 


Stoker Division 


Send dealer plan to: 


Ad ‘ress 


STOKER LINE 


priced to compete 
in the small-home market 


—floor plan for display 
stokers. 

—advertising, promotion, 
sales and engineering as- 
sistance. 

—participation in local ad- 
vertising. 

—national advertising on 

stokers; the company’s 

products advertised in 
more than 100 trade 
papers. 


—traveling representatives 
to help the dealer train 
men, survey jobs and close 
sales. 


Write for literature and 
dealer plan; we will advise 
you if your territory is still 
unassigned. 
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NOTHING FINER THAN QA 


WAGNER STYLED FAN 


The Wagner ultra-quiet styled fan is indeed 
representative of modern ideas of utility 
and beauty. 
perfection and beauty. The smooth graceful 
lines and the ebony-black and silver-gray 
colors of the Wagner styled fan will har- 
monize perfectly with the most tasteful 
settings. 
wife will want to add to her home furnish- 
ings 
to complete the sense of fine appointments 
in his office or his store. 


It is unrivaled in mechanical 


It's what the discerning house- 


what the business man will use 


This Wagner fan means plus business 

from that large group of purchasers who 
will buy good merchandise if it has real 
value to them and truly serves a purpose. 


These styled fans, together with Wagner's 
conventional-type fans, popular-price fans, 
ceiling fans, window ventilators, air cir- 
culators, 


ventilating fans and exhaust 


fans offer an unusually attractive line for 
the dealer who recognizes the sales possi- 
bilities of fans. 


Complete information on Wagner's compre- 
hensive line of fans will be sent upon request. 
Write for Wagner's 1936 Fan Bulletin. 


FF236-1A 


WadgnerElectric Grporation 


6400 Plymouth Avenue, Saint Louis,U.S.A. 


Transformers Fans Brakes 


ampaign 


Minded 


Three Refrigerator Drives Last Y ear 
gave 


Monongehela West Penn Public Service 
A 1935 Volume of Nearly $350,000 


N this era of modern merchan- 

dising and selling effort and keen 

competition between retailers of 
varied and kindred types, sales cam- 
paigns to focus attention on products 
seem to be increasing in importance. 
A sales campaign without a quota 
would be like a hotdog without mus- 
tard, and just as hotdogs are some- 
thing to be munched, quotas are 
something to be “busted.” 

For ten years, the Monongahela 
West Penn Public Service Company 
has been selling refrigerators. On 
Oct. 1, 1934, its refrigerator sales and 
those of other refrigerator retailers 
had saturated its 67,000 meter users 
up to the 29 percent level. Early this 
year when rates were reduced as 
much as thirty percent for some users, 
increased load became more important 
than ever and the merchandising and 
administrative brains of the Monon- 
gahela System went into a huddle. 

Three campaigns were scheduled 
for 1935. The first, “Monongahela’s 
Frigidaire Spring Parade,” was given 
a quota of $70,000. At the end of 
sixty days, $139,992.91 in business 
had been turned in, an accomplish- 
ment so close to 200 percent of quota 
that this reporter will not attempt to 
break it down accurately. 

Upon completion of this sales 
drive, a mid-summer campaign was 
planned. Termed “Load Building 
with Frigidaire,” this contest was 
launched July 5 with a quota of 
$60,000. It ended September 14 with 
$112,456 in dollar volume, an achieve- 
ment of 187.4 percent. 

As Electrical Merchandising’s re- 
porter visited the Fairmont, West Vir- 
ginia, headquarters of this American 
Water Works operating unit, H. A. 
Stroud, merchandise manager, and his 
able assistant, John B. Durkin, were 
in the middle of organizing their fall 
and pre-Christmas selling plans. 

Monongahela System is campaign 
minded. That goes for the president, 
A. C. Spurr, the general manager of 
sales, L. L. Bailey, his assistant, C. H. 
Leathem, sales girls, linemen, meter 
readers and stenographers. This atti- 
tude of friendliness toward modern 
selling activities has a vital influence 
on the success of such activities, and 
lest the reader presumes that quota 
busting is easy if quotas are set low, 
let it be stated that quotas are set on 
the basis of past accomplishments and 
200 percent of a set quota is honest- 
to-gosh achievement. 


MARCH, 1936 — ELECTRICAL MERCHANDISIN(C 


Monongahela operates in thirty- 
three counties of West Virginia and 
sells appliances through twenty-seven 
electric stores. The Monongahela ter- 
ritory consists of four major communi- 
ties, three secondary cities and a spar- 
sely settled region between the Ohio 
river and the foothills of the Allegha- 
nies. 

Coincident with the launching of 
Monongahela’s spring campaign, an 
employee prospect tipster system was 
organized. This system, in the belief 
of Mr. Stroud and his associates, had 
much to do with the successes in both 
campaigns. 

“Our employee prospect system 
should not be confused with many 
ideas in use,” Mr. Stroud said. “Be- 
cause of the position of a utility in a 
community and the necessity for main- 
tenance of good public relations, many 
employee prospect hunting campaigns 
boomerang by antagonizing patrons 
who resent having employees high 
pressure them into stating they want 
this or want that. 


“Nlonongahela’s system _ started 
without profit to the employee, except 
that he or she knows that in increasing 
sales, the position of the company as 
an employer is strengthened. All em 
ployees, sales operating, accounting 
and other divisions, are organized into 
groups of ten to twenty persons per 
group. Each group has a group leader 
selected for his ability to transmit to 
his co-workers plans explained to him 
in group leader meetings by men from 
the headquarters staff. 


“At the first meeting of employees 
at the inception of the prospect report 
ing system, it was clearly explained to 
them that no monetary profit would 
come to an empolyee turning in the 
name of a sellable prospect but that 
points for each type of sale resulting 
from a tip would be posted on black 
boards in group meeting places. For 
example, sale of a refrigerator, no mat 
ter what size model, brought 6,000 
points. One employee had a total o 
more than 300,000 points. Point 
were awarded for home lighting, hom 
wiring, appliances, commercial ventila 
tion, new users of current, sale of rail 
way tickets and in the two cities wher 
we sell gas, purchases of gas heating 

“The incentive was that of loyalty 
When we were ready to start the mid 
summer campaign, we had group meet 
ings and the high prospect finding en 
ployees were given various appliances 
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This was a surprise development so far 
as the employees were concerned and 
inspired them to greater effort in the 
second campaign. Let me emphasize 
the employees are not required to turn 
in names of prospects. In turn, they 
must not high pressure their acquain- 
tances or patrons, because such tactics 
would cost the company more in good 
will than could be gained in increased 
load or merchandise sales 

“The mid-summer campaign was 
organized and conducted in the same 
manner as the early one, except that a 
flying squadron made up of C. V. Long, 
provincial sales manager for Suburban 
Electric Development company, Frig- 
idaire distributors, Charles J. Allen, 
Frigidaire zone manager, Mr. Lea- 
them and I visited every division in the 
territory to sell the plan to employees. 

“While we were selling household 
refrigerators and other appliances, 
commercial refrigeration was not neg- 
lected and the first nine months of 
1935 saw an increase over commercial 
sales volume for the same period in 
1934.” 

Monongahela’s refrigeration sales 
have increased steadily since 1927. In 
1928, a sizeable volume of household 
boxes was sold. In 1929, sales rose 
83.9 percent. Nineteen thirty brought 
a three percent rise and then the down- 
draft of the national depression had its 
effect and in 1931 and 1932 sales fell 
off 3.6 and 12.3 percent, respectively. 
Nineteen thirty three brought im- 
provement and volume went up to 40 
percent. This was increased to 10 per- 
cent in 1934, went up 32 percent for 
the first nine months of this year. Pros- 
pects for the remainder of the year in- 
dicate an increase for 1935 of 48 per- 
cent over 1934. 
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GEORGE W. McSHANE 


Veteran contractor-dealer of East Boston, 
Mass., had a stimulating experience recent- 
ly. He got an order for 55 new electric 
ranges in one apartment house. Repl ry 


































































WHY, THE NEW YORK 
PUBLIC LIBRARY, 
| THINK, DEAR 


MOMMY, WHAT'S THE 
BIGGEST LIBRARY 
IN THE WORLD? 









GUESS MOTHER FORGOT 

THE LIBRARY OF 
CONGRESS, SON; | THINK 
THAT'S THE BIGGEST 
























LIBRARY OF CONGRESS 
(UNITED STATES) 7,996,314 ITEMS | 7 


BIBLIOTHEQUE NATIONALE js; Hy, ig 
cparis) 7,930,000 ITEMS [prey | 
W 3 : 
But there’s no doubt about the 
@ 
Ciggest Magayre — 


...the next biggest is only half as big! « 
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— week The American Weekly in The American Weekly that acceler 

goes into more than 5,500,000 homes ates turnovers. ‘ 
. double as many as any other maga- Retailers can stock these advertised 

zine! That's the stupendous circulation _ products knowing that this powerful cir- 

Support manufacturers who use The culation will produce the greatest sales 

American Weekly give you. That itdoes — volume. 















gas? No. Replacing old electric ranges. 
Mr. McShane is such an enthusiast for 
electric cooking he sells his fellow-con- 
tractors the idea — and then the ranges. 
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a bang-up selling job is proved by the What The American Weekly is 
fact that it reaches from | out of 5 to | The American Weekly, the largest mag- 
out of every 2 families that buy theevery- azine in the world, is distributed th rough 
day necessities and luxuries of life inthe the 17 great Hearst Sunday Newspapers. 
rich trading areas In each of 158 cities, it reaches one 
where 70% of all out of every two families ) 
lie on d In 146 more cities, 40 to 50% of the 
ca families live an Saaaiihen 
where 80% © of all re- In an additional 139 cities, 30 to 40% 
tail sales are made! In another 171 cities, 20 to 30% 
It is this biggest .. and it reaches an additional 1,982,000 
> . 
F Tie buying demand for tonntiens in thousands of other large and 
roducts advertised small communities. 
AMERICAN , 
WEEKLY I | 
Greatest 
Circulation 
in the World 
**The National Magazine with Local Influence”’ 
MORE THAN NEARES1 
| a... cuieapenn Main Office: 959 Eighth Avenue, New York City 
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@ If users knew as much as we Calories 
do about ice cube trays, said X. Tracted 
Calorie to us one day in his most solemn 
manner, you fellows wouldn’t need to be 
writing these advertisements exposing our 
innermost private lives. 

It seems that Calories don’t like publicity. 
They like to go about their work quietly, get- 
ting out of water as fast as they can, which is 
just as fast as the ice cube tray will let them. 

We got the artist to draw a picture of X. 
having a session with his conscience. The 
drawing shows Conscience saying meaning- 
less words, like pitter-patter. But what it is 
really saying to X. is something like this: 


1 
| 


THE FIRST DUTY OF H TRAYS 1S TO FREEZE FAST 


ALCOA-ALUMINUM 
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“Forget your natural modesty, and do a real 
turn for the good of all refrigerator users by 
disclosing the real facts about ice cube trays 
and grids of Alcoa Aluminum.” 

The facts are, of course, simple enough. 
Aluminum has superior heat conductivity. 
Calories get out of Aluminum Ice Cube Trays 
and Grids faster. Water freezes faster. And 
the result is quicker ice cubes at less cost. 

Engineers specify Alcoa Aluminum for Ice 
Cube Trays to benefit the user. Dealers will 
do their customers a service by pointing with 
pride to the Aluminum Trays, will confer a 
benefit by telling why. ALUMINUM COMPANY OF 
AMERICA, 2160 Gulf Building, Pittsburgh, Pa. 
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Thumbs Down 
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It would seem to me that under the 
plan of group buying that there is 
grave danger of getting a lot of sub- 
standard equipment hooked on ta the 
lines of a utility company which will 
not be to the best interests of anyone. 

GROVER C. NEFF 
President, 
Wisconsin Power & Light Co., 
Madison, Wis. 


SERIOUS CONDITION 


After reading your editorial in re- 
gard to the REA I decided to do a 
little bit of scouting to find out what 
was going on in this territory. I was 
really surprised to find the undercur- 
rent as strong as it was in regard to 
farmers in rural communities advocat- 
ing a policy to buy direct from manu- 
facturers. This is being done through 
Farm Granges, elevators, and farm 
buying organizations. I don’t believe 
any of them in this immediate vicinity 
have made direct manufacture con- 
tacts yet, but I know of some instances 
where one man, operating in a small 
elevator, took on the dealership for 
refrigerators and washing machines 
and sells them to the farmers, even 
going so far as to add five or ten dol- 
lars to his cost and delivering them, 
in supposed to be, closed territory in 
Wichita. This was taken up with the 
last distributor of this particular make 
of machine last year, but from what 
I find out nothing has ever been done. 
How far this will go is hard to say, 
but I will assure you I am keeping my 
ear to the ground. 

If I can be of assistance along this 
line in any way, don’t hesitate to let 
your wants be known and I will get 
you, as near as humanly possible, all 
the facts that I can find. 

From my viewpoint this is a very 
serious condition. Therefore, it won't 
be long until some one will have the 
bright idea of distributing foodstuffs 
the same way. I understand in some 
communities, this is being done. How- 
ever, not close to Wichita. 

I might mention another thing that 
I believe is going to be a menace to 
the rural community. That is inade- 
quate electrical inspection in the wir- 
ing of rural homes. We have several 
cases of this around Wichita where a 
garage mechanic will take the contract 
to wire a man’s house and outbuild- 
ings for about one-third to one-half 
the price a contract shop would have 
to get using skilled electrician and 
wiring according to National Code. 
The only way I see this can be cor- 
rected is by national movement of the 
electrical contractors and merchandis- 
ers asking cooperation from the insur- 
ance companies. I don’t know whether 
the insurance companies would be in- 
terested in an educational program of 
this kind. 

J. W. JENNER 
Shelley Electric Company 
Wichita, Kansas 


Weinstock-Lubin of Sacra- 
mento, Calif., have resumed their 
regular ironing school on every Friday 
afternoon, an event which proved 
most popular during several months 
of last year. 
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“LET 'EM EAT CAKE” 


a 


Tune in 
“Helpful Harry” 


Each Tuesday and Friday twen 
ty-four leading Radio Stations 
from coast-to-coast carry this 
entertaining program: of humor 
and helpfulness. ‘‘Helpful 
Harry’’ will help you sell 
Automatic Washers and Ironers 





——. 


To All 


Dealers and Distributors: 


Too long, Washing Machin 
Dealers and Distributors hav 
been on a “bread-and-water’ 
profit basis. It’s time you mad 
some real money from you 
efforts. The Automatic Washe 
Company proposes to let yot 
“eat cake” for a change 


We announce a new line o 
washers. That’s old! ... bu 
here’s news. Before these nev 
machines were even put on th 
drawing boards by our engi 
neers, we asked a large numbe 
of dealers and distributors jus 
what they needed in 1936 t 
enable them to “go to town” or 
AUTOMATIC Washers. Her 
are the 6 answers they gave us 


They asked for a complete line 
They asked for a line wit 
quality. 
They wanted every model 
have Eye Appedi. 
They wanted sales advantage 
over competitive machines. 

. They asked for merchandis: 
helps. 


- They insisted on a worth-whil: 
profit. 


The new line of Automati 
Washers meets all 6 of thes 
specifications, in price step-up 
quality backed by service war 
ranty, eye appeal, exclusiv 
sales advantages, real merchan 
dising helps, including a nev 
key campaign that has prove 
its power to bring an averag 
of 175 washer and ironer pros 
pects into your store twice dur 
ing the campaign .. . and last 
but not least, Automatic offer 
you. for your effort, the bes 
profit in the industry 


That’s my story in a nutshel) 
If there’s a better washer dea 
being offered, I haven’t hear 
about it. So, if you want t 
make some money if yor 
want to “eat cake” . writ 
for complete information 


Very truly yours 


Ay 4S 
Was. Bow teto dha , 
rZ v, 
President and General Manage 


AUTOMATIC WASHER CO 
NEWTON, IOWA 
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TO TAG YOUR CUSTOMERS 
SO THEY'LL COME BACK 10 


BUY FANS FROM Oi 


AND A SALES-WINNING ADVERTISING | 
PROGRAM... 


é @ We've replaced the “Sold (I hope)” kind of fan- 











selling with a program that brings your fan prospects 
back to you when they’re ready to buy. 
THIS COUPON IS YOUR It’s a simple, easily-used plan — a tried-and-proved 


KEY TO BIGGER DOLLAR idea — and it will do things for your fan sales volume 
PROFITS ON WESTING- and fan profits. 
HOUSE FANS IN 1936 There’s no mystery about it — and all the details , 
eg are now ready for you. 
ethan WRITE OR WIRE 

— have your Westinghouse Representative bring you the 

story (if he hasn’t already told you about it) and then 

bd get yourself set for a record year on Westinghouse Fans 

— pioneer leaders in domestic and commerical fields. 

OSCILLATING  Merchastning Diva Mamabald, Oba 


209 YEARS OF ELECTRICAL ACHIEVEMENT 
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Do lrade-Ins 
WOR K P 


URING the past few years, 
when average buying power 


was low, thousands upon 
thousands of inferior washers, radios 
and refrigerators found their way into 
American homes. 

It is but natural that dealers, every- 
where and in every line, must accept 
much of this merchandise as a trade-in 
or partial payment on new merchan- 
dise sold. Because of the original in- 
ferior quality of this “price” merchan- 
dise it is evident that there will be an 
ever increasing burden placed on deal- 
ers during the next two or three years. 
However, if this is handled wisely it 
may be made an asset rather than a 
liability. 

There are always certain people 
who cannot immediately afford to pay 
the price necessary to purchase new 
merchandise, but 


go in giving the customer a service 
guarantee. 

It is one thing for a dealer to advise 
his sales force that there will be NO 
guarantee on the used merchandise, 
and still another thing to be sure that 
the salesman, in his desire to turn old 
stock, does not overstep and either 
through a definite or implied guaran- 
tee place the dealer in a position where 
all of the profit in the transaction can 
and will be eaten up with service. 

The question that naturally pre- 
sents itself is: “What kind of a serv- 
ice guarantee may I safely give on sec- 
ond hand merchandise ?” 

The Guaranteed Exchange Certifi- 
cate plan, which the writer devised 
and introduced to dealers under his 
jurisdiction has proven most successful 
in answering this question of service 

on second hand 








who wish some a merchandise. 
kind of radio re- | USED WASHERS, reconditioned While it was 
ception; some- intet originally de- 
thing besides the signed for use of 
washboard or the washer dealers, 
old-fashioned ice | it is being suc- 
box. These are cessfully used in 


the people who 
must be induced to take the trade-in 
merchandise off the dealer’s floor. 
No automobile dealer could long 
exist, except that he accept old cars in 
trade and later dispose of them to peo- 
ple who cannot afford new cars. 
One of the problems in selling this 
used, and often much worn merchan- 
dise, is just how far should a dealer 





many other lines 
of merchandising as well. 

The plan has enabled dealers to dis- 
pose of their old merchandise and at 
the same time to build up a potential 
group of buyers who will insure a 
definite volume of business in the fu- 
ture. 

In the case of a washer, the dealer 
should first determine whether a coat 
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‘Te problem of 
guaranteeing usedelec- 
trical appliances,taken 
in trade and re-sold is 
one that bothers many 
dealers ... Here is one 
way of meeting the sit- 
uation—with the Guar- 
anteed Exchange Cer- 
tificate. 

By 
H. R. MARTIN 


Maytag Sales Corp., 
Salem, O. 





3ssurd to_ 


___942 Prenklin Aveme, 


at a cash price of $2250 


Dated__Deeember 20th 19% 













Siiiniaiaal iil Certificate 


(IN DUPLICATE) 


Mre. Agnes R. Collinson 


Bu Gousideration of the purchase of an Orphan _ 


the undersigned dealer hereby agrees that should the 
purchaser become dissatisfied with such purchase for any reason whatsoever, that the 
dealer will at any time within a period of ninety days from this date, allow the full pur- 
chase price upon a Maytag Aluminum Washer at the then current retail price. The deal- 
er further agrees that he will make a similar allowance for a period of one year from 
date of this certificate, subject only to a discount or deduction of $1.00 per month for 
the actual time the purchaser has used the said washer. It is understood that the washer 
is to be returned in as good condition as at present, ordinary wear exdepted. 


—— 
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Above is the type of Guaranteed Exchange Certificate used by the 
Maytag Sales Corp., of Salem, O. Top left, some of the trades taken 
in by this organization. A regular graveyard of obsolete washers. 


of paint and some minor repairs will 
place it in condition so the dealer is 
justified in placing a minimum price 
of $15.00 on it. Any washer that 
does not have a sale value of at least 
$15.00 should be junked. A figure 
likewise may be placed on other 
classes of appliances. 

Washers or other appliances classi- 
fied as eligible are put in salable shape 
and a fair cash price placed on them. 
Then a Guaranteed Exchange Cer- 
tificate is filled out to describe the par- 
ticular appliance. The price is like- 
wise shown and the certificate is at- 
tached to the washer, on the sales 
floor. (A transparent envelope such 
as used in most automobile repair 
shops makes a most desirable way to 
attach the certificate to the washer or 
appliance). 

Newspaper advertising is carried 


and every shopper is first qualified to 
ascertain whether or not he could 
possibly be a purchaser or customer 
for new merchandise. If he is not, 
then an honest effort is made to sell 
him used or trade-in merchandise. 

Those who have had experience in 
selling used merchandise know that 
a question that will invariably come 
up is: “What is the guarantee on this 
appliance?” When this question is 
asked the salesman hands the Certifi- 
cate (fully made out and signed) 
over to the prospect. The salesman 
then explains that this guarantee gives 
the customer far more protection than 
is ordinarily given on used merchan- 
dise. 

The Guaranteed Exchange Cer- 
tificate provides that at any time 
within ninety days from date of sale, 
the dealer will apply the entire pur- 
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PROFIT 1936. 


Here Are the Facts... Briefly Told 


... About “Extra Profit’’ for You in 1936: 


...@ market that's a “natural.” Right in your own territory there are 
hundreds of farm women who want a power washer. The need exists 
.. . a8 increasing sales of gasoline-powered washers prove . . . a need 
that you can fill profitably in your community. 

...@ product that's accepted. Farm women are “sold” on the power 
washer idea when they see a washer equipped with a Briggs & Stratton 
4-cycle Gasoline Motor. More than 500,000 already in use prove their ac- 
ceptance in the farm field. Washer builders, too, recognize the rugged 
construction and mechanical excellence of the Briggs & Stratton motor. 


... regular helps to more sales. Leading national and state farm papers 
each month carry Briggs & Stratton advertising: and convincing sales liter- 
ature helps you to develop prospects and make sales. 
... backed by a nationally known organization. The Briggs & Stratton 
4-cycle Gasoline Motor is the finished, fully-perfected product of the Briggs 
& Stratton Corporation, a nationally known. substantial. long-established 
manufacturing company. 
There's “extra profit” for you in these facts — money to be made just by 
making sure that the farm washers you sell are powered 
by Briggs & Stratton Gasoline Motors. Write your 
washer manufacturer for complete details. 


BRIGGS & STRATTON CORP. 
Milwaukee, Wisconsin 

















ture—always available. This mate- 
rial is Free. Write for your supply. 








EASY STARTING DEPENDABLE 


GASOLINE MOTORS 
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Do Trade-Ins 
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chase price on new merchandise and 
that any time within one year the 
dealer will make a similar allowance 
subject only to a deduction of $1.00 
per month for the time the appliance 
was used. 

The written guarantee is a big aid 
in disposing of used merchandise and 
no question can possibly arise as to 
the service guarantee. The dealer has 
only to refer the customer to the Cer. 
tificate. 

However, the greatest advantage 
of this plan lies in the fact that the 
certificate is made in duplicate and 
one copy is kept on file by the dealer. 
Just prior to the expiration of the 
ninety days, the mame, address and 
other facts are given to an outside 
salesman who endeavors to convert 
the sale into a new appliance. If the 
sael cannot be made at that time the 
duplicate copy is placed back in the 
file and another call is made prior to 
the expiration of one year. 

The fact that the customer has the 
Certificate in his possession will sure 
ly cause him to contact the particular 
dealership when the old appliance re- 
fuses to operate or when the customer 
reaches the point where he is finan 
cially able to buy new merchandise. 
Surely there is no better prospect than 
the person using an appliance several 
years old—one that someone else has 
practically worn out. 

If every dealer, who has been in 
business for a number of years, could 
but have one of these duplicate certifi- 
cates for each piece of used merchan- 
dise sold, it would prove to be a real 
source of renewed contacts. 

When the plan is advertised in the 
classified column of the newspaper, 
the words “Guaranteed” and “Cer- 
tificate’’ seem somehow to add convic- 
tion to the advertisement. 


Inexpensive to Install 


Another advantage of this plan is 
that it is inexpensive to install and 
costs nothing to operate. It is like 
wise sufficiently flexible to satisfy the 
demands or ideas of any dealer o: 
merchant. The local printer will 
print 500 for a few dollars, and the 
forms together with the transparent 
envelopes are all that are needed to 
install and operate the Guaranteed 
Exchange Certificate plan. 

The plan is not a magic wand that 
will solve all of the problems of a 
dealer and his salesmen, but if used 
consistently and correctly will solve 
the problem of how to dispose of 
Trade-ins. It will attract to your 
store those people who are now bu) 
ing a $29.50 washer, a $19.50 radi 
and a $79.50 refrigerator. 

With the continued business rr 
vival and the increased purchasing 
power we have the confidence to b 
lieve will come with the next few 
years, these customers will be back 
in the market for new and qualit\ 
merchandise and this plan should 
bring many of them back to you: 
store. It’s that repeat business yo 
have been wondering how to securt 
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Why Is le Cheaper To Run! 


One of the most difficult questions the refrig- 
erator salesman is required to answer and one 
on which he frequently loses the sale .. . Study 
this article and you will have the answer 


man’s dreams, it is the ghost of 
the sale he has lost without know- 
ing why. 

Not long ago I overheard a good- 
looking young salesman going through 
his paces before a woman prospect. As 
| came within earshot he was discuss- 
in and demonstrating the advantages 
of a certain refrigerator’s unique 
shelves. He was doing a nice job. 
The woman was attentive, obviously 
picturing herself at work in her own 
kitchen. 

Then came a demonstration of the 
iltra-convenient door. The salesman 
appraised its value from every house- 
wifely angle, extracting every ounce 
of selling value from it. The lady ap- 
peared enthralled. 

Gauging her interest artfully, the 
salesman turned her attention to the 
lettuce-crisper. His technique was 
masterful. Never, until that moment, 
had I appreciated the true position of 
lettuce-crisping in the American home. 
Beside it, the lusciousness of a porter- 
house steak, or the delicate golden- 
brown appeal of an apple pie with a 
trickle of juice oozing from under the 
crust, was nothing. The salesman 
must have been the one-man--in-a- 
hundred who loves that underneath 
leaf of lettuce that makes salad-eat- 
ing a battle of wits. He couldn’t have 
done such a magnificent job if his 
heart hadn't been in it. 

Obviously, he knew the progress he 
was making for he fingered the foun- 
tain pen in his vest pocket and asked 
one of those adroit sales-manual ques- 
tions that the prospect always answers 
in the affirmative to speed the moment 
for closing the sale. 

But women are unpredictable. 

“How much,” she inquired, “did 
you say it costs to run this refrigera- 
tor 9 

“About two dollars a month.” 

“Is that as economical as a Frosty- 
Cube refrigerator?” 

“Oh, yes, madam, our refrigerator 
is the most economical one on the 
market.” 

“Why?” asked the lady. “What 
makes it cheaper to run?” 

Let me drop the curtain right here. 
The salesman stopped fooling with 
his pen. Speaking cautiously, he out- 
lined in kindergarten language the me- 
chanical merits of his refrigerator. 
But the zip of the lettuce-crisper talk 
was missing, and the lady began to 
fidget. 

After she had gone—without using 
the salesman’s pen—I stepped forward 
with a sympathetic smile. The sales- 
man took the cue and made an elab- 
orately ungentlemanly remark about 


I ANYTHING haunts a sales- 
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By Harvey Lindsay 


President Dry Zero Corporation 


the mechanical stupidity of temales. 

Three days later I saw the same 
young salesman and asked him if the 
stupid lady had come back. He swore. 
I couldn’t blame him. She had, it 
seems, dropped in to see if he wouldn't 
sell her a lettuce-crisper to go in her 
new Frosty-Cube which didn’t have 
one. 

Missing the sale was really no fault 
of the salesman’s. His technique was 
excellent. Every step in his sales pro- 
cedure was right—until she said, 
“What makes it cheaper to run?” 
There he fell down, not because he 
was a poor salesman, but because he, 
himself, did not know the real an- 
swer. 

To answer questions like this, clear- 
ly and forcefully, the salesman him- 
self, must understand the basic facts 
that govern the performance of every 
electric refrigerator. 

The performance of every electric 
refrigerator is determined by just two 
things. One, the efficiency of the re- 
frigerating mechanism, and, two, the 
efficiency of the insulation. 

The refrigerating mechanism’s job 
is to remove heat from the interior of 
the cabinet—pump heat out of the 
cabinet if you want a more dramatic 
phrase. Its efficiency is measured by 
the quantity of heat it will remove 
with a given amount of electricity. 

But the less heat the cooling unit 
must remove, the less current is re- 
quired. This is where insulation enters 
the picture. Insulation’s job is to keep 
heat from getting inside the cabinet. 
The less heat the insulation lets in, the 
less the cooling unit must pump out 
and the less current is used. 

Of course, some heat gets in when 
doors are opeend to take out or put 
away food. Under ordinary kitchen 
conditions, about 30 per cent of the 
heat enters this way, while the other 
70 per cent comes through the walls 
of the cabinet. 

The quantity of heat that enters 
through the insulation is determined 
by three things: 

1. The thickness of the insulation. 
Three inches of any partciular insula- 
tion is more effective than one inch, 
but less effective than four inches. 
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2. The difference in temperature 
inside and outside the cabinet. The 
greater this difference is, the more 
heat will enter the refrigerator. If the 
temperature in the kitchen is 90° and 
the temperature inside the refrigera- 


ator is 50°, the difference in tempera- 


ture is 40°. If the kitchen temperature 
is the same and the temperature inside 
the cabinet is 40°, the difference is 
50° and more heat will enter. Thus 
to keep the inside of the refrigerator 
at 40° without using more current to 
pump out heat than is used when the 
cabinet temperature is 50°, better in- 
sulation is necessary. 

3. And, most important of all, the 
insulation’s heat stopping efficiency, 
which is measured by the number of 
heat units, called B.t.u.’s (British 
thermal units) that pass through a 
piece of the material one inch thick 
and one foot square in one hour when 
the temperature is 1° F. higher on the 
warm side than it is on the cold side. 
This is called the co-efficient of heat 
transmission. The lower this co-efhi- 
cient is, the more efficient is the insu- 
lation. Insulations used in electric re- 
frigerators vary from .23, the most 
efficient, to about .33 for the least 
efficient. 

Of course, many salesmen know 
these basic facts, but most of them 
still fail to understand the large part 
that insulation plays in the refrigera- 
tor partnership. 

For example, I hear the statement 
made, again and again, that there is 
little difference between insulations, 
that all are good and that with the 
fine refrigerating mechanisms used to- 
day,. it makes little difference what 
kind of insulation is used. 

The simplest kind of test disproves 
such statements as these. For example, 
at the request of manufacturers, we 
frequently make tests on the same re- 
frigerator with different types of in- 
sulation installed. 

Here are the results of one such 
test. In this particular case, the re- 
frigerator was an experimnetal model. 
An 18-day test was conducted with 
one type of insulation, followed by a 
second 18-day test on parallel condi- 
tions with a second type of insulation. 


Here are the results of the tests: 
Insulation Insulation 


Average Test House 


Temperature 100°F. 100.5°F. 
Average Relative 

Humidity 99% 98.5% 
Average Temperature 

in Cabinet 49° 50° 
Per Cent Time Cooling 

Unit in Operation 98.4% 64.4% 
Average KW Input 

per 24 Hours 4.7 2.9 


It will be noted immediately that 
current consumption was 38 per cent 
less with Insulation B and that the 
running time of the unit was reduced 
about 34 per cent. (This particular 
test also revealed that the refrigerat- 
ing unit was inadequate because it 
was unable to maintain a temperature 
lower than 49 degrees. ) 

This test, however, reveals but one 
phase of insulation’s importance—the 
difference it makes in the operating 
economy of new refrigerators. 

More important than this is insula- 
tion’s influence on the economy and 
efficiency of refrigerator operation 
over a period of years. After three or 
four years of use, continued economy 
and efficiency depend, to a major de- 
gree, on the durability of the insula- 
tion and the construction of the cabi- 
net. To give dealers and salesmen a 
background of insulation’s importance 
in this connection, I quote—without 
using any names—tests made on two 
well-known electric __ refrigerators. 

hese tests were accurately synchro- 
nized to correspond with kitchen-use 
of three years in St. Louis, four years 
in New York, two and one-half years 
in Atlanta, or four and one-half years 
in Chicago. (Differences in climate 
make refrigerators behave differently. ) 

First, Refrigerator A was tested as 
it came from the factory. It is a re- 
frigerator with a poor steel shell. At 
the end of the test its operating cost 
had increased 82 per cent, due to the 
absorption of 30 pounds of water by 
the insulation. (Moisture in the in- 
sulation ruins its efficiency and is the 
chief enemy of refrigerator economy. 
Over a period of time it always gets 
between the inner and outer walls of 
a cabinet. ) 

Then Refrigerator A was re-insu- 
lated with a non-absorbent or non- 
hygroscopic type of insulation, At the 
end of an identical test the operating 
cost had increased only 7 per cent. 
There was no moisture in the insula- 
tion and only one pound of water in 
the wrapping. (Although there were 
23 pounds of water in the bottom of 
the cabinet shell, where it does the 

Please turn to page 80) 
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The Tidmarsh Company carry their "We Can Prove 
it philosophy to shows and exhibits in Tucson. 





«* y! can prove it’. The sales 
/ men of the Tidmarsh Elec 

tric Company of Tucson, 

Arizona, found this phrase on their 
lips so frequently in selling electrical 
equipment, that the company has 
adopted it officially and made it the 
slogan of the store. Tidmarsh adver 
tising, Tidmarsh window displays and 
‘Tidmarsh contacts revolve 
about the one idea—“Our equipment 


personal 


is better and we can prove it.’ 
[he important place which the 

company holds among the leading 

electrical merchants of Tucson has 


been built up during the past two 
years on just such a basis. Starting in 
1933 from scratch, they have concen 
trated on three or four lines in which 
they believed, with the result that 
today they stand very near the front 
rank locally. In the refrigerator field 
they started out with a doorless box 
making ice cubes in front of the store 

a striking demonstration and proof 
of performance in a climate as warm 
as that of Tucson. They then adopted 
a policy of home trials on refrigera- 
tors, with the provision, first, that the 
customer be bonafidely desirous of 
purchasing a refrigerator and a good 
credit risk, and, secondly, that they be al 
lowed to place a meter on the box 
to “prove” to the customer how little 
current it consumed. These demon 
times lasted two or 
three days—and they resulted in nine 
ty percent sales. In case any other 
dealer wished to install a rival refrig- 
erator at the same time, the Tid-, 
marsh Company welcomed the com- 
parison, providing the other dealer 
would permit a meter to be attached 
to his box as well. Two records are 
kept for the customer to check a 
graphic chart of the time the motor 
has actually been in operation and a 
meter reading showing the amount of 
current consumed. “All refrigerators 
are good,” say the Tidmarsh salesmen, 


Sstrations some 
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“But ours is the cheap- 
est to operate and all 


we ask is a chance to 
prove it.’’ They seldom 
have to go to the length 
of making comparative 
tests with competing re 
trigerators. 

A little while ago 
the firm ran a contest 
in its window, with a 
retrigerator im opera 
tion for one month. 
“How much does it cost 
to run?” the public was 
asked, with prizes offer 
ed for the most success 
tul guesses. The contest 
ran for a month, after 
which the meter was 
inspected and costs cal 
culated by a committee consisting of 
a representative from the Chamber of 
Commerce and from the power com- 
pany. The bill for the month was 88 
cents. This figure, of course, was used 
as selling aid in “proof” advertising. 
In store selling a chart of facts and 
records of refrigerator performance in 
Tucson is used with effect. This is in 
the form of an easel book, the pages 
of which can be turned as the sales 
talk progresses. The cover is entitled 
“Proofs”. 

Next to refrigerators in importance 
on the company's books is air condi- 
tioning. Tucson has an excellent rec- 
ord for the number of air conditioning 
installations, with about 5 per cent of 
all business firms and some one per 
cent of homes already air cooled with 
one system or another. The Tidmarsh 
Company has developed its own sys- 
tem, costing from $500 to about $900 
per installation—and has a fair pro- 
portion of the town’s business on its 
books. Here, too, they believe in 
proofs and are willing to back belief 
in their system by rentals, if the cus- 
tomer wishes to make the test before 


nh ¢ 







purchase. They now have about 25 
installations of the portable type of 
equipment on rental in Tucson homes 
at a rental charge per season of from 
$75 to $150. The season lasts from 


April through September. And at 
least twenty of these installations they 
expect to sell, charging rental pay- 
ments as first down payment. Inciden- 
tally, the customer who rents air con- 
ditioning equipment pays fifty per cent 
of his rent on installation, the remain- 
der in installments through the season. 
Last year they rented eighteen—and 
only had to take out five of them 
at the end of the season. 

They started with the doctors of 
the town and proved to them how im- 
portant air conditioning was by selling 
them installations for their own 
homes. Now every doctor's residence 
and every clinic and hospital in town 
is air conditioned. The doctors, once 
convinced by their own experience, 
prove excellent salesmen tor new in- 
stallations. When a patient is given an 
air conditional home or a trip to an- 
other climate as an alternative pre- 
scription, he frequently finds that air 





HAT’S the slogan of the 


Tidmarsh Electric Company of Tucson, Ari- 
zona .. . And that is why home demonstra- 
tion and rentals of refrigerators and air con- 


ditioning is good business for this company 





Home trials and even rentals ore part of the com- 
pany's policy but demonstrating, in whatever form, 


is She basis of it. 





conditioning comes well within his 
means. There are now about 125 air 
conditioned residences in Tucson. 

Radio is also an important sales 
item—and this, too, is handled by 
“proved selling” methods. This means 
featuring short wave reception and 
proving the case with store and home 
demonstrations. A short time ago the 
company ran an ad a day in the local 
paper featuring the name of some lo 
cal man and the foreign station which 
he had “gotten” the night previous on 
his Tidmarsh-purchased set. These 
provided excellent proof of short wave 
reception—and incidentally served as 
testimonials from a number of wel! 
known citizens. 

Ranges, washing machines and 
ironers are handled along  simila: 
lines. The company maintains ten 
salesmen in the field, but in no case 
does it do any cold canvassing. Tu: 
son maintains the Spanish custom o! 
afternoon siestas—and few homes ar 
open from one to four anyhow. Thx 
salesmen are kept busy following up 
inquiries and proving to customers 
that their various lines are the best 
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NEW CROSLEY 
SAVAMAID 
FOOT-CONTROL IRONER 


| Model 60) 

Handles everything from laciest 
frills to heaviest garments in a 
minimum of time. No al 
instructions needed, it’s so simple. 
As effective as most expensive 
ironer. Just guide the garment 
through . . . it comes out with 
perfect satiny sheen. A marvel 
to demonstrate. 







Ze 


THE CROSLEY 
SAVAMAID 
SPE-DRY 


(Mode! 64) 


Improved spinner-type 
washer. You can wash, 
blue, rinse, oe! | right in the 
washer itse! Possible, 
even, to do a complete 
washing without wetting 
the hands. More than a 


THE CROSLEY SAVAMAID Complete new method and 


(Medel 61) —_ - a nen Ae 
A high-grade washing machine, ©9@ the sewsle to 
standard in design and features. cut the thirteen tiresome 
Heavy pressed-steel chassis, tub things she now does when 
vitreous- slain-enameled in- washing clothes to five 
side a out. Mounted on simple things. Highest quality, hand- 
rubber. Latest type Lovell some eppcaseane. A crowd collector 


wringer. Oilless bearings, en- when demonstrating. 
closed transmission. Smart : k f ’ 
two-tone appearance. (Prices slightly higher in South and West) 


FIRST in Radio Value 
FIRST in Refrigerator Value 


Now FIRST in Home Laundry 
Equipment Value! 


More than a million and a half profit, a new point of interest to 
washing machines will be sold dur-_ bring people to the store, a new 
ing 1936. Home laundry equipment possibility for increased sales of 
is a tremendous business, one that Crosley radios and Shelvadors, as 
has suffered less from unfavorable well as home laundry equipment, a 
conditions than any other home _ new kind of crowd-collecting store 
utility. Crosley now enters this demonstration. . 
field with a sensational line of wash- Match washing machines or ironer & a 
ing machines and ironers, containing against anything, and you will 


features that lift them clear out of realize that, from now on, your cus- 


competition . . . priced to meet all tomers need not pay high prices for 
comers; styled for today. Modelsto the best laundry equipment that 2 
meet every purse and viewpoint. can be made. De Luxe 


; a at ; , — WITH PUMP 599.95 
This decision gives to Crosley dealers Savamaid Models 61, 62, 63 equipped THE CROSLEY SAVAMAID 
a new contact with their market, a with gas engine assembly at addi- (Models 62 and 63) 
new opportunity for year-round tional cost. ee SS SS, =. 


« — oven when Sees ate anes. No 
THE CROSLEY RADIO CORPORATION aris song chain through it; 20 safe i won't 
a ropper; so positive in action 

POWEL CROSLEY, Jr., President CINCINNATI that it ves no saturated spots. The most 
ei ets hae opt Midstone agitation" Hight — 
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, nm 
You Sell 
Them BOTH for 


‘39 95 


And Make 
The Hand Cleaner is an 


Your Full 
entirely new model, now 


$ 
pee 








Normal Profit 


being announced for the 
first time. 


The Floor Cleaner is a 
powerful, full size Royal 
with motor driven brush. 


We supply full 
advertising 
co-o peration 


Royal Cleaners are adver- 





tised regularly in Na- 
tional Magazines, includ- 
ing Good Housekeeping 


THE P. A. GEIER COMPANY 


540 E. 105th ST., CLEVELAND OHIO 
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rchitect 


Plans 


an Electric Shop 


Most dealers stores ‘‘just 
’... But Irvin M. 
Smith of Santa Cruz, 


Cal., married an archi- 


grow’ 


tect... here’s the result 


HERE have been architects who 

planned stores, without any spe- 
cial knowledge of the store’s require- 
ments; there have been dealers who 
planned them without any knowledge 
of architecture. Who has not wished 
for the artistic dealer who could com- 
bine both the architect’s sense of 
beauty and structure with the prac- 
tical wisdom acquired only through 
years of store selling? Irvin M. 
Smith, electrical contractor-dealer of 
Santa Cruz, Calif., is no architect, 
but he married one, and the store 
which has been built by this contrac- 
tor-dealer and his wife is a show place 
and at the same tire a very practical 
business workshop. 

In outward finish it gives the ap- 
pearance of a bungalow, appropriate 
to the fact that it is located in a resi- 
dence district just adjacent to a busi- 
ness section. Large “living room” 


The outward appearance of the 
store r bles a bungal which 
is in keeping with its location ad 
jocent to the residential district. 
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windows extend to the sidewalk and 
form an attractive frame for window 
displays which, because they are also 
on the level of the floor, are sales 
displays when viewed from the in 
terior of the shop. Small needle c\ 
presses planted on either side of this 
window and carefully tended flowers 
in the narrow strip of garden across 
the front of the shop enhance the res- 
dential effect. The entire exterior is 
floodlighted at night, with an effect 
of striking beauty. Many customers 
in making their first visit to the shop 
mention the fact that they were at 
tracted by the charm of the place as 
they passed. 

The entrance is from a _ small 
friendly porch and as the custome: 
enters he is welcomed by an electrica! 
door chimes, which, incidentally, also 
serve to call attention to his advent 
Comment upon this feature calls at 
tention to the chimes themselves as 
possible merchandise for sale. 

The interior gives the impression 
of a large living room, beam ceilinged 
and charmingly furnished with triang 
ular corner cupboards and convenient 
ly placed tables. The wall finish is in 
natural knotted white pine, waxed 
and polished. The pleasant texture o* 
this white background provides an e 
cellent setting for the bright nicke 
and colored pottery on display. Bright 































The interior gives the impression 
of a large living room. Fixtures ore 
displayed in a separate room and 
a model kitchen is attached to the 
main display room. 


colored linen cloths cover the display 
tables with just the right effect of in- 
formal native charm. In some places 
n the room displays are arranged on 
the floor itself, after the fashion of a 
Mexican market place, the tasteful 
grouping of the rows of clocks and 
small appliances making this an espe- 
ally attractive feature. Low steps at 
me side of the room also provide ex- 
hibit space for similar merchandise. 

Fixtures are displayed in a separate 
room, which is also used a3 an art 
gallery for the showing of works by 
local artists. There is always some 
small exhibit to be seen here—a fea- 
ture which brings many people to the 
store. 

A model kitchen is attached to the 
lisplay room, much as such a kitchen 
might serve the living room of the 
bungalow which is simulated. And 
indeed, this kitchen is not infrequently 
used by Mr. and Mrs. Smith for noon 
luncheon. The fact that it is in actual 
use makes it an especially effective 
demonstration exhibit. Electric range, 
refrigerator and electric fan over the 
sink may be shown as actually in use. 
\ breakfast nook is completely out- 
fitted with small table appliances. 

Fixtures in each of these rooms are 
‘specially designed to fit the architec- 
tural needs of the room and at the 
same time fulfill the requirements of 
orrect lighting. A special arrange- 
ment of Holophane window reflectors 
rightly lights the window area at 
night, while the background of the 
shop is effectively contrasted in col- 
ored light from floodlights which can 
be provided in the corners of the 
room, 

The store office is similarly finished 
in natural wood. Here Mr. Smith has 
on display the awards of his merchan- 
dising prowess. For the charm of the 
vackground and the beauty of the 
shop in this store are not built as ends 
in themselves, but assmeans to the end 
that merchandise may here more cas- 


ly be sold. And Mr. Smith has amply ~ 


shown in the past that he was able 
to sell it. 





AGAIN... 
GENERAL ELECTRIC FANS 





SET THE PACE 


PEDESTAL-TYPE QUIET FANS 


The new General Electric pedestal- 
type Quiet Fans solve, once and for 
all, the problem of providing maximum 
air circulation in the home. Properly 
located, they will direct cooling breezes 
to all parts of the room. 


List Prices 
A-c. D-c. 
Small $16.50 $18.50 
Medium 18.50 21.50 
Large 31.50 35.00 





FOLDERS, CATALOGS and PLANS 
Folders... colorful and hard-hitting, 
for direct-mail and over-the-counter 
distribution. 
Catalogs . . . factual and complete. 
For use in the store and for distribution 
to commercial prospects. 


Plan Book . . ._Tells how other 
dealers make cool profits with G-E 
Fans. Shows how you can do so too. 


NEW MODELS! 


G-E TRADE WIND FANS 
Low in price — high in quality. 
Here are the outstanding fan values 
of 1936... The new low-priced Gen- 
eral Electric “Trade Wind” Fans. . . 
sturdy in construction, efficient in 
operation, carry the standard General 
Electric Fan guarantee. 
List Prices 
8-in. (Non-osc.) Only $3.45 
10-in. (Osc.) Only 9.95 
A-c. only. 





1936 JACK FROST DISPLAY 


Colorful — Attention-compelling. 

A brilliant, eye-catching display that 
shouts, “Keep Cool with General Elec- 
tric Fans!” 

Real curtains in the three-dimension 
house blow outward when fan is turned 
on behind display. Supplementary 
cards show how General Electric Fans 
provide cool comfort in every room. 


MEDIUM-SIZE QUIET FANS 


Newly designed — new beauty. With 
the Medium-sized Quiet Fan, General 
Electric again leads in fan design. 

The many outstanding features in- 
clude the overlapping “Quiet Blades,” 
which move more air than conventional 
blades of larger diameter . . . highly 
efficient operating mechanism .. . 
remarkably quiet operation .. . new 
streamline guard design and attractive 
appearance. 


NEWSPAPER ADS AND MATS 


Sure-fire — convincing. 

Hard-hitting newspaper ads, de- 
signed to help you sell more General 
Electric Fans! Here is real selling as- 
sistance. 

Run these timely newspaper mats 
during hot weather to identify your 
store as a General Electric Fan Head- 
quarters. 


1936 Fan Profits are Just Ahead. 
Get Set for Your Share — Now! 


Sign the General Electric Fan contract now and 
get set to cash in on the increasing demand for better 
ventilation. Your signature on the General Electric 
1. The fastest-selling 
line of quality fans — PLUS 2. The most forceful 
and complete merchandising assistance ever offered 


Fan contract brings you . . . 


to fan dealers. 


AND HERE’S THE MOST IMPORTANT 
NEWS OF ALL ... THE BIG FAN NEWS OF 


GOING 


1936! ... YOUR SIGNATURE ON AN INITIAL 
ORDER FOR GENERAL ELECTRIC FANS AT 
THE TIME YOU SIGN THE CONTRACT 
BRINGS YOU IN ADDITION TO THE FORE. 
. . FREE LISTING OF YOUR NAME 
IN GENERAL ELECTRIC’S LOCALIZED FAN 


NEWSPAPER ADVERTISING. 


For complete details, get in touch with your 
nearest General Electric Fan Distributor today. 


GENERAL @ ELECTRIC FANS 


APPLIANCE AND MERCHANDISE DEPARTMENT. GENERAL ELECTRIC COMPANY. BRIDGEPORT. CONN. 
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REVOLUTIONARY! 


The Super Air Screw has revolutionized the “fan” industry. 
Ic has introduced a new standard of performance. It employs 
the scientific principles of aero-dynamics developed in the 
field of aviation— creating an air-circulator which, instead 
of merely throwing a short-range blast of air, actually air 
conditions an entire room. Its air circulating power is amazing. 


One Super Air Screw can do the work of four to six 
ordinary fans. A demonstration is all it takes to prove it... 
to convince any prospect and clinch the sale. 


As for beauty . . . the modern, streamline design of the 
Super Air Screw makes it unquestionably the most handsome 


and impressive air circulator on the market today. 


There are ready sales and quick profits in Super Air Screws. 
Write now for our proposition and franchise particulars. 


SIZES: 18” TO 30” BLADES — ALL CURRENTS — ALL SPEEDS 





—" 


Super Air Screw Division 
MARATHON ELECTRIC MFG. CORP., Wausau, Wisconsin 
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Electrical Manufacturers 


Organize 


to Promote Sie 


APPLIANCE 


Industry relations, cooperation with electrical 
leagues, promotion of adequate wiring, na- 
tional kitchen modernizing and the electrical 
housewares programs all come in for at- 
tention at NEMA general meeting. 


T the general meeting of mem- 
At: of the National Electrical 
Manufacturers Association held 
at the Waldorf-Astoria Hotel on 
Thursday afternoon, February 6th, 
Mr. C. E. Swartzbaugh, Chairman 
of the NEMA Business Development 
Committee, presented a comprehen- 
sive report on business development 
activities of the Association. Mr. 
Swartzbaugh gave a resume of what 
has been accomplished since the 
Spring Meeting held at Hot Springs, 
Virginia, last May when this new 
phase of NEMA'’s operations was au- 
thorized and presented a plan of or- 
ganization within NEMA to facili- 
tate coordination of activities to pro- 
mote the market for electric service 
and supplies in various fields. 

As a basis for his presentation, the 
main objective of the NEMA Pro- 
gram was restated, as follows: 

“To sell more products and services 
for ALL NEMA members.” 

This objective to be obtained— 
“Through the education, in the 
broadest sense of the word, by 
all available means, of residential, 
commercial and industrial users 
of Electricity, to the usefulness, 
efficiency and economy of elec- 
tricity and electrical products as 
servants in Industry, in *Com- 
merce and in the Home.” 

The general activities which had 
been approved at the Hot Springs 
Meeting included participation in any 
movement to improve inter-industry 
relations; development of ways and 
means for keeping Architects and 
Builders informed on electrical mat- 
ters of interest to them in their work ; 
cooperation with the Electrical 
League; cooperation with Electrical 
Maintenance Engineers Groups and 
the promotion of adequate wiring. 
Mr. Swartzbaugh reported briefly on 
each of these subjects: 


Inter-Industry Relations 

A meeting called by Mr. Earl 
Peak, President of the National Elec- 
trical Contractors Association, of top 
executives in the four major branches 
of the electrical industry was held in 
New York recently. The need for 
cooperation between the various major 
branches and the possibilities for in- 
creased business in public service 
through proper coordination of activi- 
ties of the electrical industry was rec- 
ognized. The outcome of this and a 
later meeting was the appointment of 
a small Steering Committee to de- 
velop basic policies for consideration 
of the full Committee. 


Cooperation With Electrical 
Leagues 

The electrical leagues, throughout 
the country, have long been recog- 
nized as effective agencies for develop 
ing local markets for electrical prod 
ucts. The leading operating executives 
of such organizations have felt the 
need for some coordinating -body to 
take the place of the former Electrical 
League Council. NEMA offered its 
services to assist in setting up such a 
body. The result was the organiza 
tion of the International Association 
of Electrical Leagues which was 
launched at a meeting of League 
Managers held at the Electric Insti 
tute in Washington on January 18th, 
1936. 


Promotion of Adequate Wiring 
There is evidence on every hand 
that wiring installations in all kinds 
of structures—homes, stores, office 
buildings, factories and institutions- 
are inadequate to permit of satisfa 
tory lighting and to provide for the 
utilization of electrical equipment 
needed by the occupants. Many at 
tempts have been made in the past to 
develop some industry plan designed 
to impress upon the public the abso- 
lute necessity for adequate wiring: so 
that its own best interests may be 
served. It is admitted that many of 
these plans have great merit, the ele- 
ment that was lacking being complete 
support of the electrical industry. 
NEMA has given much thought to 
this problem and in an effort to be 
helpful has appointed a Preliminary 
Planning Committee to study the sub- 
ject with a view of making recom. 
mendations which it is hoped will 
eventually lead to the preparation of 
an adequate wiring plan which will 
merit and obtain the support of all 
branches of the electrical industry. 


Section and Group Activities 

Mr. Swartzbaugh said that a large 
number of the Sections and Groups, 
within the NEMA organization, had 
given thought to the development of 
programs of special interest to thei: 
members. Some of these activities will 
be restricted in their scope to the 
membership of a particular sub-divi 
sion. Others will be somewhat broade: 
and it is hoped will be of such a na 
ture that they will automaticall\ 
arouse the interest and obtain the sup- 
port of other Sections, thereby increas 
ing the value of the programs to all 
concerned. Among those sub-division: 
of the industry which have alread 
embarked upon or are contemplating 
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SALES 


programs of market promotion, he 
mentioned the following: 
Electric Welding Section 
Domestic Electric Appliance 
Section 
Street Lighting Section 
Electrical Industrial Furnace 
Section 
Conduit Fittings Section 
Outlet and Switch Box 
Section 


National Kitchen Modernizing 
Program 

An example of a program of busi- 
ness development activity which 
brings into cooperation more than one 
Section is the National Kitchen Mod- 
e-nizing Program wihch has already 
received considerable mention in the 
electrical and ‘public press. It is joint- 
ly sponsored by the Edison Electric 
Institute and the National Electrical 
Manufacturers Association and is de- 
signed primarily to promote the idea 
of kitchen modernizing by electrify- 
ing. A National Bureau has been or- 
ganized and the activity is conducted 
under the supervision of an Executive 
Committee with equal representation 
of utility and manufacturing mem- 
bers. The funds for the national phase 
of the Program are provided by 
NEMA members. The Program will 
be carried out in hundreds of com- 
munities by local electrical interests 
under the leadership of local electri- 
cal utilities. 

Of special interest in this connec- 
tion is the fact that while the most 
immediate beneficiaries will be the 
manufacturers of electric ranges, elec- 
tric water heaters and electric house- 
hold refrigerators, manufacturers of 
many other electrical products will be 
benefited, if somewhat indirectly, and 
are cooperating by participating as 
contributors in the national fund and 
by lending their moral support to pro- 
mote the program. 


Electrical Housewares Program 

For the third year manufacturers 
of Domestic Electrical Appliances 
contemplate undertaking a program 
to develop the market for electric 
table cookery and other household 
electrical devices. It will be remem- 
bered that the 1935 activity ended 
with “National Electrical House- 
wares Week” which was extremely 
successful. The interest aroused 
among the general public indicated 
that the industry had performed a 
welcome service in bringing to its at- 
tention the convenience and economy 

(Please turn to page 38) 


NEW WRINGER 












Records! 





J. E. Alexander, Vice-Pres. and Gen. Sales Mer., demonstrates amazing clear- 
ance of new One Minute Wringer at meeting of Gne Minuté officials. Note dog 
resting between rolls. Left to right: Mr. Alexander; J. D. Adelman, Pres.; Charles 
Bassett, Vice-Pres.; E. P. Walters, Secy.-Treas.; H. H. Witmer, Factory Supt; 
Clarence Woodrow, Purchasing Agt.: - Walter Wharton, Auditor 


Most Spectacular Demonstrator 
in Washer History! 


In 3 months — with this new, exclusive wringer — sales of One 
Minute 270 De Luxe Washers have already exceeded ALL of last 
year. The reason? Because this amazing wringer simply walks away 
with the demonstration, and with SALES, in every market where 
it is shown. 





a Smashes Sales 


270 DE LUXE WASHER 


Only Washer in America Offering New ‘Super Safety”’ Wringer 





tiful wringer I have ever seen,” 


dreds of other dealers are doing. 


GuoMinile 


Just imagine your prospects reacting to such demonstration features as these: —Several 
inches clearance (see picture above) — No side levers —BOTH rolls stop instantly with 
Top Bar Safety Release — “Knee action” balloon rolls handle heavy and light materials 
together — 4-point tension — All aluminum — Locks in 5 “safety” positions — Extracts 
more water, leaves clothes fluffier — No buttons, no triggers, no gadgets — Drain board 
tilts either way, automatically, positively. 


See It— Get These Spring Sales! 


“In my 20 years of washer experience, this is the most practical, most durable, most beau 
says Home Specialty Store, Cedar Rapids, Ia. 

And with the De Luxe One Minute now at a new, popular price, it makes an irresistible 
combination. Now is the time to be the first in YOUR territory to cash in on this, as hun 





Mail coupon below for Free illus- 
trated literature, prices, and _ the 
money-making, sales-making proposi- 
tion we have for dealers. Be FIRST in 
your territory. Mail the coupon NOW. 


One Minute Washer Co. 
NEWTON, IOWA 





See the new 1936 


**protected 
profits” line of One Minutes — and 
ect details of our money-making 
3-Way Profit Plan. Illustrated lit- 
erature and prices mailed on request. 





USE WRINGER COUPON 





BBP LSP AR 


MAIL COUPON TODAY 
Owe Minute Wasner Co., Newton, lows. 


“see | and "your special dealer 


Mees ashe... Shp h e 
Address Ss Miele PLS cls «sua bes (keg ce poeren ddan s 
hires a6 4.0. ds coo 00s S| TAY ba eee 
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A (P) RESIDENTIAL 
YEAR! 


VOTE NOW 


—to take full ad 
vantage of the 
great profit-possi- 
bilities in today’s 
Building Boom! 


VOTE NOW — to “cinch” 


the lighting equipment business of 
your present customers (somebody 
is going to get this high margin 





business)! 


VOTE NOW — io attrac: 


EXTRA business... from customers 
whocome in to buy lighting fixtures 
and stay to buy other merchandise 
as well! 

The 1936 Lightolier Plan—complete, 
tested, “clean as a hound’s tooth” 
— shows you how to take a $200 
‘stake and run it up into “im- 
portant money” 





Whether or not you are now selling 
lighting equipment, write today for 
the sales.-winning Lightolier Plan! 





Nationally Known— Nationally Advertised 


NOATOLICH 


11 East 36th St., New York, N. Y. 
oe Ta aa ~~ ae 
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Ed DeLarve has been appointed 
advertising manager of Voss 
Brothers, woching machine man 
vfocturers of Davenpcri, lowe 


GE Conduit & Wire 

The Appliance and Merchandise 
Department of the General Electric 
Company, Bridgeport, Conn., through 
J. H. Crawford, manager of the Con- 
struction Material Sales Division, has 
announced the consolidation of the 
Conduit Products Sales Section and 
the Code Wire Sales Section, the Con- 
solidated section to be identified as 
Conduit and Wire Sales. The merger 
is expected to bring about a closer 
oordination of these related pred- 
cts. A. E. Newman, formerly man- 
wer of Conduit Products Sales, has 
een appointed Manager. 

W. H. C. Smith, formerly Man- 
ager of the Code Wire Sales Section, 
has been made assistant to J.H.Craw- 
ford, manager of the Construction 
Material Sales Division. 

For many years Mr. Smith has been 
a representative of the General Elec- 
tric Company in the National Electri- 
cal Manufacturers Association and one 
ot its most active members. At present 
he is Chairman of the Rubber Covered 
Building Wire Section of that group. 


Crosley 


Simulatneously with announcing 
the new Special Products Division of 
the Crosley Radio Corporation, 
Powel Crosley, Jr., president, an- 
nounced Neil Bauer, for years field 
sales manager for that company, as 
manager of the division. 

The forniation of the new divi- 
sion is the result of the desire to sup- 
ply Crosley distributors and dealers 
with products in addition to radios 
ind refrigerators. With electric wash- 
ers and an electric ironer added to 
Crosley Coolrests, Icyball absorption- 
type refrigerators, Temperator room 
heaters, and Koldrink bottle coolers, 
Mr. Crosley stated that a separate 
division was necessary to handle them, 
especially as it is anticipated that 
other products may be added to these 
trom time to time. 


Klein Stove 


James Knapp, Philadelphia, was 
appointed Personnel Manager of the 
Electric Refrigerator Division of the 


A. E. Newman, former manager 
of Conduit Products Sales for 
G-E, has been appointed man- 
ager of the new Conduit & 
Wire Sales Section. 


Klein Stove Company, Philadelphia, 
Leonard distributors for 28 years. 
Mr. Knapp will have charge of the 
hiring and training of retail salesmen 
for the dealers, and will spend his en- 
tire time in that work, in addition to 
actually working with these retail 
men in the field. 


\twater Kent 

‘As part of a program for intensive 
sales activity, and an enlarged sales 
personnel, it is a pleasure to announce 
the addition of H. J. (Jack) Helli- 
well to the Atwater Kent staff, and 
the promotion of Floyd Reid to the 
post of Divisional Sales Manager”, 
says F. E. Basler, general sales man 
ager of the Atwater Kent Manufac- 
turing Company in an announcement 
recently sent out from Philadelphia. 


Stewart-Warner Corp. 


Walter H. Dyer, for many years 
Vice President and Director of Sales 
for the U. S. Radio and Television 
Corporation of Marion, Indiana; and 
nore recently a Director of General 
Household Utilities Company of Chi- 
cago, Illinois, in charge of Automotive 
and Contract Radio Department, has 
joined the Stewart-Warner Corpora- 
tion, as Sales Manager of the Auto- 
mobile Radio Set Division. 

Mr. Dyer has spent the last fifteen 
vears in the radio business, covering 
the entire country contacting large 
radio outlets, and has a large ac- 
quaintance in the radio field. The past 
four years he has spent much of his 
time in Detroit and vicinity handling 
the auto set business for some of the 
larger automobile manufacturing com- 
panies. 


Harvey Whipple 


Randall M. Snow, formerly with 
the National Radiator Corporation 
of Johnstown, Pa., has joined Har- 
vey Whipple, Inc., manufacturers of 
\Iaster-Kraft oil burners and burner 
units, as director of sales promotion. 
An aggressive sales promotion pro- 
gram is outlined for 1936, according 
to Ray G. Whipple, treasurer of the 
company. 
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W.H. C. Smith, manager, Code 
Wire Sales Section of G-E, is 
now assistant to J. H. Craw- 
ford, manager, Construction Mo- 
terials Sales Division. 


Graybar 


At Kansas City, J. G. Dean has 
heen appointed Credit Manager and 
M. O. MclIilvain, Service Manager. 
Mr. Dean has been in the Accounting 
Department of Graybar in Kansas 
City since 1920, and Mr. Mellvain 
has a still longer record (since 1917) 
with the Service Department at this 
branch. 

At Cleveland, R. D. Paine, former- 
ly Service Manager, has been made 
Assistant Manager. Mr. Paine has 
been associated with Graybar since 
1923, when he was employed by the 
Accounting Department of the Gen- 
eral Offices in New York. After ten 
vears of accounting and service ex- 
perience at several Graybar branches 
he became Service Manager at De- 
troit. In February, 1935, he was 
transferred to Cleveland as Service 
Manager of that branch. 

At St. Louis, Willard E. Henges, 
Merchandising Manager for many 
vears at St. Louis, has been appointed 
Assistant Manager of that branch. 
Mr. Henges started with Graybar 
back in 1913. His entire business 
career has been with the St. Louis 
branch of Graybar. Since 1919 he has 
been active in the Sales Department 
and was made Merchandising Man- 
ager in 1928. 


Silex 


Lewis C. Brady has been made sales 
promotion manager of The Silex Com- 
pany, Hartford, Connecticut. Mr. 
Brady first served The Silex Company 
as Kansas City salesman. Because of 
his excellent work there he was given 
the Southern California territory, with 
headquarters in Los Angeles. He 
moved to Hartford and assumed his 
new duties the Ist of February. 

Wilbur Curtis who has covered 
the Western New England territory 
for The Silex Company will be trans- 
ferred to the Southern California ter- 
ritory. 


Voss 


Id Dalarue has been appointed ad- 
vertising manager of the Voss Bros. 
Manufacturing Company, Davenport, 
lowa, according to a recent announce- 
ment, 








rae 








Walter H. Dyer, for many year: 
vice president of U. S. Radio & 


Television Corp., has joined 
Stewart-Warner as sales man 
ager of the Auto Radio Divi 
sion 


Delco- Frigidaire 
Establishment of an eastern division 
general office and appointment of D.G. 
Spahr as eastern division manager was 
announced today by Delco-Frigidaire 
Conditioning Corporation through 
James J. Nance, vice president and 
general sales manager. 

The eastern division office will be 
located at 35 West 45th Street, New 
York City, and will have jurisdiction 
over Delco-F rigidaire activities in east- 
ern states. General headquarters are 
in Dayton. 

Mr. Spahr formerly was sales man 
ager for the Delco Appliance Corpora 
tion, Rochester, N. Y., automatic heat- 
ing equipment sales of which recently 
were merged by General Motors Cor- 
poration with the summer air condi- 
tioning product sales activities of Frig- 
idaire Corporation into a new compa- 
ny, Delco - Frigidaire Conditioning 
Corporation. The purpose of the con- 
solidation of these activities was to deal 
more effectively with air conditioning 
through offering year-round air condi- 
tioning products. 

Mr. Spahr will have associated with 
him as assistant manager of the eastern 
division, L. W. Curl, who has been 
assistant air conditioning sales manager 
for Frigidaire Corporation. 


Republic Steel 


Charles W. East has been appoint- 
ed District Sales Manager of Repub- 
lic Steel Corporation at Houston, Tex- 
as, according to an announcement 
from N. J. Clarke, Vice-President in 
Charge of Sales of Republic. 


Hygrade Sylvania 

Stanley N. Abbott, sales manager 
of Hygrade Sylvania Corporation has 
announced several changes in the 
management of the Sylvania Tube 
Renewal Sales Section. 

Paul S. Ellison, in addition to his 
present work as Radio Tube Adver- 
tising Manager, becomes Sales Super- 
visor of the Eastern Division. 

R. P. Almy, formerly head of the 
sales department in the Emporium, 
Pa., plant, moves to headquarters in 
the Chicago office as sales supervisor 


the Mouth 





D. G. Spahr, former sales man 
ager for Delco Appliance Corp. 
has been appointed eastern di 
vision manager of Delco-Frigi 
daire Conditioning Corp 


of the middle west and western sales 
territories, with the exception of the 
Pacific Coast. 

Charles G. Pyle, to whom Mr. EI- 
lison and Mr. Almy will report on 
all sales matters, carries the title of 
Assistant Sales Manager. 

A. L. Milk, assistant advertising 
manager, with headquarters in Empo- 
rium, will not only continue with his 
present responsibilities but will also 
be in charge of all the sales depart- 
ment activities formerly directed by 


Mr. Almy 


Waters-Genter 


J. K. Munger, who has been in 

charge of the territory made up of 
Michigan, Indiana, Ohio, Kentucky, 
and Western Pennsylvania, for the 
Waters-Genter Division of the Mc- 
Graw Electric Company, Minnea 
polis, has been transferred to the Mid- 
dle-Atlantic seaboard territory, and 
will make his headquarters in Phila- 
delphia. 
J. P. Bosk, formerly with the Gen- 
eral Electric Company, and more re- 
cently sales manager of the South 
Bend 
will take over the former Munger 
territory. His headquarters will be in 
Detroit. 


Anaconda 


News of the appointment of James 
A. Smith to take charge of advertis- 
ing and sales promotion for the Ana- 
conda Wire & Cable Company is an- 
nounced recently. Mr. Smith was the 
man who put over the “Identified 
Cord”’ movement in the electrical in- 
dustry, which culminated in the cam- 
paign to “Safeguard Electric Service 
in the Home” during the recent Fire 
Prevention Week. 

Mr. Smith first came into electrical 
work in the engineering and mainten- 
atice department of Kirkman & Sons, 
soap manufacturers. He has since been 
with Benjamin Electric Manufactur- 
ing Company and with the Rome 
Wire Company (1922-27), in charge 
ot the Merchandising and Service De 
partment. He was Sales Promotion 

(Please turn to page 76 
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The VOSS 


Seclhicably fiticted, 
SAFETY-GUARD 
WRINGER 
































Another Sales Advantage for Voss Dealers. Because of the popu- 
lar demand for the VOSS Electrically Protected Safety Wringer, 


this Protection Feature will now be Standard Equipment on all 
VOSS Models — At No Extra Cost. 


The Electrically Protected Safety-Guard Wringer, combined with 
VOSS’ Exclusive Floating Agitator and Big Washing Capacity 


permits Voss Dealers to out-demonstrate any other washer 


Write today for VOSS’ “Sure-Sale” Demonstration and Mer 
chandising Plan 


This style wringer used 
on higher priced models 








A few select wholesalers territories available 


VOSS BROS. MFG. CO., Davenport, lowa 
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Klein Stove Company, Philadelphia, were prominent exhibitors at the Penn- 
sylvania State Farm Show held recently. At the left, Gus Horner, sales man- 
ager for Lancaster Maytag Co. is shown signing up the first order for a 19% 


model Leonard. 


At a meeting of Operating Execu- 
tives of electrical leagues which was 
held in Cleveland on July 25, 1935 
consideration was given to the desir- 
ability of developing an organization 
to take the place of the former Elec- 
trical League Council. At that time a 
Plan and Scope Committee was ap- 
pointed to consider the idea and make 
suggestions. 

The outcome of the work of this 
Plan and Scope Committee was a 
meeting of electrical league managers 
held at the Headquarters of the Elec- 
tric Institute at Washington, D. C., 
m January 18, 1936, which resulted 
n the organization of the Interna- 
tional Association of Electrical 
Leagues. J. E. North, Chairman of 
the Plan and Scope Committee pre- 
sided at this meeting. 

The following were present at the 
meeting: 


Electric Institute of Washington: 
J. S. Bartlett, Wm. G. Hills; Essex 
Electrical League: A. W. Lunn, R. 
H. Osgood, J. H. Stapleton; Electri- 
cal League of South Jersey: H. K. 
Suckling; Electrical League of Bur- 


lington Co. (N. J.): J. L. Fuller; 
Central Jersey Electrical League 
(Trenton, N. J.): S. L. Chapin; 
Electrical League of the Niagara 


Frontier: S. S. Vineberg; Electrical 
Assn. of Philadelphia: G. R. Con- 
over, W. L. Hoos; Electric League of 
Pittsburgh: G. H. Nickerson; Elec- 
trical Assn. of New York: Ralph 
Neumuller; Electric Assn. of Chi- 
cago: A. A. Gray; Electrical Assn. 
of New Orleans: F. W. Stevens; 
Cincinnati Electrical Assn.: E. P. 
Zachman; Electrical League of Cleve- 
land: J. E. North, Ralph Jones; Elec- 
trical League of Milwaukee: W. O. 
Zervas; Elec. & Radio Assn. of Kan- 








On the left, Frederick Schwartz, vice president of the Artis- 
presents the first of the second million 
LES. Lamps to A. W. Robertson, chairman of the board of 
Westinghouse. The eift was made to Mr. Robertson in com- 
memoration of the Golden Jubilee Anniversary of Westing- 


tic Lamp Mfe. Co.. 


1ouse 


While on the right 
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A “Toughest Rooster” contest was held in conjunction with the Electrical 
Exposition in Denver recently. Shown here are the semi-finalists, with Fred 
J. Green, judge, on the right. The winner was a 10-year-old white leghorn 
at the left, in front of boy holding a dark fowl) which was cooked in a 
Vesco roaster, to prove to the public that electric cookery will make tender 


even the most unpromising of meat. 


sas City: G. W. Weston; Electric 
Service League (Toronto): G. W. 
Austen. 

The following organizations were 
represented by Proxy: 

Electrical League of Rhode Island, 
Electrical League of Colorado, St. 
Louis Electrical Board of Trade, 
Omaha Electrical League, Electrical 
Institute of the Tri-Cities, Chatta- 
nooga Electric League, Electric Lea- 
gue of Indianapolis. 

Others present included W. J. 





Merrill E. Skinner, chairman of the Na- 
tional Better 
reau 
Viagara-Hudson, 
ertified lamp to he manufactured. The 
lamp was made hy the Colonial Premier 


Bu- 
vice president of 
receives the millionth 


Light-Better Sight 
and assistant 


Company. 


On the 


Donald, Managing Director of 
NEMA, E. M. Rice, O. C. Small 
and J. W. Speer of the NEMA Stati, 
and J. A. Smith, Electrical Cord 
Manufacturers. 

Articles of Confederation to guide 
the organization and operation of the 
I.A.E.L. were adopted. To facilitate 
operation there will be five Divisions, 
The United States being divided into 
four Divisions—Eastern, East Cen- 
tral, West Central and Western. 
Canada will constitute the fifth Divi- 
sion. 

Membership in the I.A.E.L. will 
be by organizations and all local elec- 
trical cooperative market developing 
organizations are eligible. There will 
be nominal dues of $10.00 per organ- 
ization member per annum. 

The L.A.E.L. will be administered 
by a Board of Governors consisting of 
nine members. Each Division will 
elect a Chairman who will automati- 
cally become a member of the Board 
of Governors. The five members so 
elected will select four additional 
members. These latter four members 
may be elected from one or more Div- 
isions thus making available in the 
management of the affairs of the 
I.A.E.L. the talent and experience of 
men who have had wide experience in 
league operation. Elections will take 
place at the Annual Meeting of the 
Association. All members of the 
Board of Governors must be full time 
paid operating executives of member 
organizations. 

The officers will consist of Presi 
dent, Vice-President and Treasurer, 
who shall be elected, from among the 
members of the Board, by the Board 
itself and a Secretary and Assistant 
Secretary who mayer may not be 
members of the organization. 

In order to complete the organiza 
tion caucuses were held and the fol- 
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Here is a carload of electric ranges intended for one rural dealer. The Lin- 
der Hardware Co. of Tulare, California, sold this entire allotment during 
the “Cool Kitchen Contest” which was an event among Hotpoint dealers in 
the San Joaquin district of the Southern California Edison Co. Frank Koch, 
manager of the General Electric Supply Corp. in Fresno is shown checking 


over the shipment. 


ECORD 


lowing men elected as Division Chair- 
men: 

Division I Ralph Neumuller 

Division II —A. A. Gray 

Division III —G. W. Weston 

Division IV —Victor Hartley 

Division V G. W. Austen 

These fiye selected Messrs. J. S. 
Bartlett, C. H. Christine, G. R. Con- 
over and J. E. North to complete 
the Board of Governors. 

Viembers of the Board of Gover- 
iors convened during the conference 
ind the following officers were 
‘lected: 

J. E. North (Cleveland, Ohio) 
President. 

Ralph Neumuller (New York, 
N. Y.)—Vice-President. 

A. A. Gray (Chicago, Illinois)— 
Treasurer. 

Q. C. Small (NEMA)—Secretary. 
E. M. Rice (NEMA)—Assistant 
Secretary. 

With the organization work com- 
pleted the conferees took advantage 
of the occasion to discuss certain in- 
lustry programs and various phases 
ot league operation. These included 
the National Kitchen Modernizing 
Program; development of a program 
to promote adequate wiring; the 1936 
Electrical House Wares Program and 
League Financing. 

In his brief remarks Mr. Donald 
said that in his opinion the League 
Managers were taking a very con- 
structive step in setting up the 
1.A.E.L. He felt confident that this 
new development would open up op- 
portunities for cooperation which 
would be mutually beneficial to the 
leagues and to the NEMA member- 
hip and gave renewed assurances of 
NEMA’S desire to be helpful in the 
ommon task of building business for 
the electrical industry. 


The Electric Institute of Washing- 
ton, which was the host for the occa- 
sion, arranged tours of its headquar- 
ters including inspection of its seven 
model electric kitchens, its lighting ex- 
hibit and its appliance display. J. S. 
Bartlett, Managing Director of the 
Institute and members of his staff ex- 
plained, in detail, how various pro- 
grams are conducted and_ results 
checked. The Institute also provided 
luncheon which was cooked by the 
Staff in the model electric kitchens. 
The day’s proceedings closed with a 
dinner at the Raleigh Hotel. 


Announcement has just been made 
by Frank A. Ketcham, President of 
the Graybar Electric Company 
that his company has just opened its 
79th distributing house at San Diego, 
California. 

Bob Redfield has been appointed 
Manager at San Diego with Dick 
Jameson as Service Supervisor, Allan 
Hardy, Appliance Representative, and 
Howard Richart, counter man. 


The Home Appliance Division of 
Fairbanks, Morse & Co. will be 
moved to Indianapolis just as soon as 
the $100,000 modernization program 
is completed on the Fairbankss Morse 
manufacturing plant in that city. The 
Home Appliance Division manufac- 
turers electric refrigerators, electric 
washers and ironers, and radio receiv- 
ing sets. Aleady the work of modern- 
izing the Indianapolis plant has been 
started. It is planned to have the unit 
in full operation by May or June. 


The San Diego Exposition, 
ifter formally closing last. fall, is to 
enjoy a second life. It reopens on Feb- 
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For those who think that the electric kitchen is the only modern thing, we 
print the following picture, submitted by the Simpli-Dyne Appliance Com- 
pany of Bradford, Ill. Range, refrigerator and water heater are connected to 
outside kerosene supply and the gas engine washer completes the ensemble 
of modern devices for rural folk. 








While W. P. Mackle of the Union Electric Light & Power Company, St. 
Louis, expects eventually to have his new son fill his shoes, he is not demon- 
strating the size of the shoes to Miss Frances McDonald as you might sus- 
pect. He is rather telling her in a fisherman's way just how big W. P. J. 
Vackle II, is. Bill Mackle knows more dealers in Greater St. Louis than 
any other one man. 














Even a range can be a perfect %, Mrs. Vera Ellwood, director of home serv- 
ice, The Milwaukee Electric Railway and Light Company, is discovering, 
with her yardstick. Showing off the compactness of the 1936 models is M. J. 
Maier, assistant to the president, Malleable lron Range Company. 
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Flexible RUBBER Blades 


Revolutionary 





make Big 


HIT! 


SAMSON 


Sipe flex EBN 
with 


and PLAN 







POWERFUL 
10-INCH FAN 


DELUXE 
MODELS 
$8.95 


il 





‘ Radio and Postal Telegraph 
Merchandising Plan.. 





Write for Big 
Broadside! 


Dealers and distributors from coast to coast are already acclaiming 
the new Samson Safe-flex as the most revolutionary fan ever built 
—and a sure-fire sales and money maker! Sharing equally in their 
praise is the dramatic nation-wide Radio and Postal Telegraph 
advertising and merchandising plan—a campaign that will not only 
create prospects but actually SELL Safe-flex Fans for the dealer! 


Here’s how it works: 


NATION-WIDE RADIO BROADCASTING 


Scores of fast-moving radio-dramas will be broad 
cast by more than 150 leading radio stations all 
over the United States. Timed to reach prospects 
when the weather is best for fan sales, each broad 
cast will dramatize the safety and other big fea- 
tures of the Safe-fiex Fan and advise prospects 
to visit the nearest dealer or telephone Postal 
Telegraph 











Safe-fiex Fans! 


Arrangements have been made with Postal Telegraph, 
through its 50,000 agencies, to take customers’ tele 
phone orders, make immediate delivery of the fans, 
and collect payments for Samson dealers 
smartest, quickest, most hard-hitting advertising and 
merchandising plan ever developed—and it means sure 
sales and profits for dealers 


It’s the 


who stock up with 


Make Money with Suge flex 
....the first really SAFE Fan! 


Safe-flex will bring you PLUS business . will 
reach prospects no other fan can touch 

through its revolutionary new features! No dan 
gerous metal blades with their ugly wire guards 
—but new, flexible, moulded rubber blades that 
are guaranteed SAFE, yet deliver 30% more air 
than the average Yf0-inch fan! Safe-flex is eco 
nomical absolutely noiseless streamlined 


for beauty. No other fan offers such sensational 
features, such outstanding value or such unequal 
led opportunity for EXTRA SALES and 
PROFITS! 










tails of Safe-flex Fan 


distributor 





Two-Speed— Adjustable Arm 


Write or wire for big new broadside giving full de 


national merchandising plan 


and free displays, folders, ad mats and other promo 
tions. Include name and address of your wholesale 


SAMSON-UNITED CORPORATION 


Dept. E M 3 — Rochester, N. Y. 
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ruary 12, with most of its former ex- 
hibits and several new ones. One of 
the new features is to be moving light 
effects. The buildings are to be flood- 
ed with moving waves of colored 
light, said to be a highly effective form 
of illumination 


To show what the perfect hard- 
ware store should look like, the Chi- 
cago Retail Hardware Associa- 
tion has opened a model store in the 
Merchandise Mart. Fixtures are sil- 
ver, black and grey, there are space- 
scving methods of display and drama- 
tic presentation of merchandise. 

Interesting to note, says J. C. Amis, 
secretary of the association, is the fact 
that the perfect electrical store carries 
21 electrical items. The inventory 
follows: 
toasters 
drink mixers 
hair dryers 
vibrators 
waffle irons 
electric irons 
toy electric irons 
percolators 
coffee urn sets 
food mixers 
floor polisher 
hostess tray sets, one with 
toaster, one with sandwich grill 
sandwich grills 
table stoves 
heating pads 
full size washers 
table model washer 
electric refrigerators 
range 
ironers 
vacuum cleaners 
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A “Warehouse Sale’ of electric 
ranges was recently held by the Port- 
land General Electric Company of 
Portland, Ore. The number of ranges 
on sale was limited but the number 
was large enough so that the event 
was held, not in the main store, but 
in the company’s warehouse on East 
Hawthorne and Water Streets. 


Some 317 air conditioning purchas- 
ers put their name on the dotted line 
in Chicago in 1935, statistics just re 
leased by the Commonwealth Edi- 
son Company, reveal. This is a gain 
of 33 per cent over the 238 sales in 
1934. 

The most remarkable jump ahead 
classification was that of stores, which 
put in 44 jobs compared with 19 in 
the previous year. Restaurants took 
51 air conditioning systems compared 
to 25 the year previous. Sixty-one 
business men voted for coolness in 
their offices, and 24 homes were 
equipped. The major increases were 
shown by small stores, restaurants and 
private office classes 


Zenith Radio Corp. announces 
the appointment of Colen-Gruhn Co., 
Inc., 387 Foruth Avenue, New York 
City, as exclusive Zenith distributor 
for the New York City metropolitan 
area. 

Appointment of Onondaga Auto 
Supply Company, 351 East Onondaga 
Avenue, Syracuse, N. Y., as exclusive 
Zenith distributor of that territory 1s 
also announced by Mr. E. A. Tracey, 
Vice President in charge of sales of 
the Zenith Radio Corporation. 
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Electrical Equipment Sales 
Association, cooperative dealer anc 
power company organization in south 
ern Idaho with headquarters in Boise 
reports an increase of 47 per cent ir 
electrical merchandise sales volume in 
its territory in 1935 over the previ 
ous year. This represented a total r 
tail value of $2,373,366 for the year 
Noteworthy increases in individual 
items were: refrigerators, 111 pe: 
cent; stokers, 65 per cent; floor and 
table lamps, 44 per cent; ranges, 41 
per cent. 

Some individual unit sales were: 
Refrigerators, 5,719; ranges, 2,731; 
radios, 4.985; washers, 4,770; and 
I.E.S., Renu-a-lite, Pin-it-up and 
other types of lamps, 11,324. Twelve 
small appliances listed sold in the ag 
gregate number of 17,506 units. 

Farm equipment bulked large in 
the total volume with 235 pressure 
water systems, 749 motors, 452 yard 
lites, the leaders. 


The appointment of four new dis 
tributors to handle Corozone equip 
ment is announced by The Corozone 
Air Conditioning Company o! 
Cleveland. They are The Corozone 
Air Conditioning Corporation of 
New York, New York, N. Y., Avon 
Corporation of Philadelphia, Pa., The 
Walter M. Ballard Co. of Washing- 
ton, D. C. and Smith & Saunders, 
Inc., of Boston, Mass. 

According to the Corozone Cor 
poration, its equipment will be resold 
by electrical and other specialty dealers 


The Automatic Washer Com- 
pany announces the appointment of 
the Domestic Utilities, Inc., 1209 
West Washington Boulevard, Chi 
cago, Illinois as distributor for Auto- 
matic Washers and Ironers in the 
state of Illinois. 


Appointment of the Wittenmeier 
Machinery Company, Chicago, one 
of the oldest manufacturers of com 
mercial refrigeration equipment in the 
country, as distributors for Kelvinator 
air conditioning equipment in the Chi 
cago territory, has been announced by 
H. W. Burritt, vice-president in 
charge of sales of Kelvinator Cor 
poration 


Appointment of Lord and Thomas 
to represent it as advertising agent 
was announced recently by Delco- 
Frigidaire Conditioning Corpo- 
ration, newly formed General Mo 
tors unit for the marketing of year 
round air conditioning and automatic 
heating equipment 


To better line up with farm pros 
pects for 1936 the H. E. Sorenson 
Company, Des Moines, announces 
that for 1936 it will distribute Atwa 
ter-Kent radios, Thor washers and 
ironers, and Electrolux kerosene and 
gas refrigerators. They will also dis 
tribute Tappin kerosene ranges and 
Lonergan oil heaters 


kk. P. Johnston, representative 
Pennsylvania for Gibson Electric 
Refrigerator Corporation, reports 
the appointment of M. A. Hartle\ 
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Because of my experience with 


Rollator 


e@ For the Norge dealer, a customer 
list is also a prospect list—and a rich 
one. Refrigerator customers are range 
prospects. 
customers are washer and ironer pros- 
pects. 
Norge home appliance is the first big 


Range and refrigerator 
Every sale of a money-saving 


step toward another sale and another 


profit. 


Norge dealers — especially those 
who push all Norge appliances—are 
looking forward to the biggest year 
they ever had (extensive forecast sur- 


veys show this will be true)—a year in 


DOMESTIC AND COMMERCIAL REFRIGERATION @ GAS 
AND ELECTRIC RANGES @ WASHERS AND IRONERS 
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Refrigeration Bo fg 
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to handle all 


. .. and my customers are 


going “All Norge 





which the peaks and valleys of “sea 
sonal” sales are leveled out to one con- 
tinuous successful year. Advertising 
and promotion will be on a bigger 


scale than ever before. Tried and 





NORGE 


raffrig 


REG. U.S. PAT. OFF. 


100. 


proven products are being backed 
by tried and proven plans, literature, 


promotional activities. 


Get acquainted with the Norge dis- 
Let him 
show you the Norge opportunity. Or, 


tributor in your territory. 


if you prefer, write direct to the fac- 
tory for complete information about 
Norge products and Norge plans for 
1936. 


NORGE DIVISION 


Borg-Warner Corporation, 606-670 E. 
Woodbridge Street, Detroit, Michigan 


WHIRLATOR OIL BURNERS @ FINE-AIR FURNACES © AIR 
CONDITIONING @ CIRCULATOR ROOM HEATERS 
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@ Those heaters you sell are un- 
doubtedly the best on the market— 
and the power company in your 
territory never stops—still of a chilly 
morning when your customers come 
in growling that the heater won't 
work—you know there is a little 
something wrong. 


Lots of other people, even manu- 
facturers, overlook “that little some- 
thing” —the cord—the connecting 
link between the appliance and the 
power outlet. Ordinary electrical 
cords easily catch Corditis, the cause 
of all the trouble. 


Modern manufacturers put Belden 
Electrical Cords on their appli- 
ances—you can specify them on 
anything from egg codkers to 
washing machines and be sure 
of service—free from Corditis. 


Belden Manufacturing Company 


% CORDITIS—a danger- 

ous disease of electrical 
cords; the symptoms are 
frayed wire and broken 
plugs. It causes severe men- 
tal irritation and violent 
nervous disorders among 

i users. 


4663 W. Van Buren St., Chicago S paces 





and Company, 101 Carlisle Street 
Gettysburgh, Pa., as authorized dis 
tributors in their city. Also announced 
was the appointment of Knerr, Inco: 
porated, 1008 North Third Stree: 
Harrisburg, Pa., as distributor cove) 
ing thirteen counties in Central Penn 
sylvania. 


The general offices of Republic 
Steel Corporation have been re 
moved from Youngstown, Ohio, to 
Cleveland, Ohio, it is announced by 
T. M. Girdler, President and Chair 
man of the Board of Republic. The 
offices will occupy floors 13 to 16 in 
clusive in the former Medical Arts 
Bldg., recently renamed the Republi 
Building. 


Six carloads of Norge refrigerators 
the largest order reported by the Leo 
J. Meyberg Co. of San Francisco 
recently formed the excuse for a spe 
cial merchandising event on the part 
of Breuner’s Sacramento store. The 
imminent closing of the FHA finarx 
ing privilege was made a feature ot 
the sale. 


Hennessy’s of Butte, Montana 
started the new year with the an 
nouncement that they were to be the 
first in Butte to offer FHA terms on 
electricals. No finance company or 
bank was to be involved in the trans 
action, payments being made directly 
in the store. The announcement was 
coincidental with the opening of an 
enlarged electric appliance depart 
ment, of which O. C. Critchfield. 
formerly manager of the Maytag 
Washer Co. in Butte, is to have 
charge. 


Annouficement was made recently 
by E. T. H. Hutchinson of The 
Sparks-Withington Company that 
the Frank M. Brown Company, 8-16 
Free Street, Portland, Maine, are 
now distributors of Sparton refrigera 
tors for Maine and part of New 
Hampshire. This company operates 
three stores in Portland. 

Two other new important Sparton 
distributors : the Commonwealth Util- 
ities Company, 1414 S. Wabash Ave 
nue, Chicago, and the W. M. Dutton 
& Sons Company of Hastings and 
Omaha, who are this year celebrating 
their 50th anniversary. 


As a “farewell to the FHA offer,” 
H. E. Saviers & Son of Reno, 
Nev., offered a “Power Chief” 
electric mixer free with the purchase 
of a Monarch or Westinghouse elec- 
tric range. Free wiring, in homes 
where city gas is not used and the low 
FHA carrying charge were urged as 
other attractive features of the offer. 
Extra trade-in values on old kitchen 
tables and wash boards also made a 
special of laundry equipment. 


Approximately 400 representatives 
of the elecetrical industry heard Mr. 
Lew Hahn, nationally recognized au- 
thority on retailing, at the Second 
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Annual Institute Night of the Elec- 
trical Institute of Washington on 
the evening of February 13. Mr. 

Frank R. McNinch, Chairman of the 


} (Please turn to page 65 








PAGE 46 MARCH, 1936 — ELECTRICAL MERCHANDISING 








ot 





—— amd 








SIZES — FOUR TYPES OF 
LG KITCHEN VENTILATORS 











Iigette or Ilgair 
adjustable panel 
Portable Venti- 
lator for window 
installation. 





ligette or Igair 
Built-in-the-wall 
type Ventilator. 
(Built-in-window 
and Transom 
types not shown) 














he New ILGETTE Electric 


Ventilator for the small modern Kitchen 





Introduced to meet an insistent demand, the new Ilgette writes another chapter in the 
history of kitchen ventilation, giving Ilg dealers the most complete range of sizes and 
types on the market today. The 1936 Ilg line now blankets every market from the 
small apartment to the spacious home — opens broader fields for sales and triple pro- 
fits... and it’s backed by the most aggressive advertising program in a decade. 


There are sales helps in abundance...visual, animated displays to identify your store 
as Ilg headquarters— envelope inserts for local mailings—booklets for follow-up— 
national magazine and direct advertising to create wide spread public interest and 
enthusiastic acceptance. . .Act now! Learn how you can take advantage of this 
national and local co-operation and get an attractive, colorful “Scene-in-Action™ 
Display without cost. Investigate — write at once for the whole story. 


ILG ELECTRIC VENTILATING CO., 2874 N. Crawford Ave., CHICAGO 
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AVictory For Vandalism 


Che Vandals were a bunch of destructive mo- 
ons whose chief pleasure was to smash some- 
thing. They operated in the fourth and fifth cen- 
turies, smashed everything their hands could 
each which represented human progress, envied 
il] whose aims and brains were superior to their 
nud-lined minds, and so tried to bring the pro- 
vressive and the enterprising down to their own 
evel. 

Since the days of Attila the Hun, the world has 
wen sorely plagued by vandals. The electrical in- 
justry has been particularly so plagued. Every 
idvance has been impeded by politicians whose 
valms or pride demanded salving, and by that 
veculiar class of reformers who make a precart- 
us living by raising hell. 

\ lad belonging to the last-named group re 
ently tossed a left-handed monkey wrench into 
the Better Light—Better Sight movement. Hid- 
ng behind a pseudonym—which represents the 
ibysm of cowardice-—he tells a small group ot 
nental nudists that the Better Light- Better 

ight movement is, in effect, a racket. 

Well, maybe so. Aside from the facts that it 
s sponsored by manutacturers of unimpeachable 
ntegrity, is endorsed by some nineteen organiza- 

ons devoted to human welfare, is endorsed also 
v eve sight of highest standing, in addition to the 
itive participation of utility companies and the 
vorld's leading department stores — aside from 
these tacts there may be grounds tor calling it a 
wcket. 

The lad hiding behind the talse whiskers may 
erhaps have poisoned the minds of a few thou- 
and gullible people by his attack. This is unim- 
portant. His audience ts insignificant as compared 
vhich the million or so people who have exam- 
ined the Better Light-Better Sight objectives and 
round them good. 


What People Pay For 


Several months ago Consolidated Gas of .New 
York printed an advertisement stating that when 
t sent an electric light bill to a householder for 
$3.00 it really meant that there was a charge of 
$2.35 tor electricity and $.65 for taxes. On an 
umnual basis, figuring the bills average $3.00 a 
nonth, this means that the New York householder 
s taxed $7.80 per year for the privilege of using 
electricity. 
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['ax tacts like these should be more generally 
publicised. It is one of the fictions of taxing that 
the rich corporations get soaked. They don’t. The 
tax is part of the light bill—and of every other 
bill—and Johnny Q. Public pays it. He should be 
told what he is paying for. 

When they slapped a stiff tax on sleeping car 
berths, the Pullman Company issued tickets which 
read, “Berth, so much—tax, so much”. The sleep- 
ing car rider knew he was getting soaked good and 
plenty, not by a rich and ruthless corporation but 
by the political jobbies who compelled the pur- 
veyor of sleeping car service to charge an exhorbi- 
tant price in order that they might get their split. 

We believe that the outcry against electric rates 
would quickly subside if the public knew that — 
in New York, for example—the tax-grabber gets 
two dimes out of every dollar the poor man pays 
tor current. 


Satisfied With Mediocrity 


In matters technical, the electrical industry is 
never satisfied. Promotionally, it is too easily sat- 
isfied with mediocrity. 

Two instances come to mind in connection 
with lighting merchandise. The I.E.S. lamp pro- 
motion has been hailed as a near-miracle. Since 
the idea was adopted a couple of years ago, over 
1 million units have been sold — and we are very 
smug about it. But in 1935 alone, more than 
two million Shirley Temple dolls were sold. 

Then, there is that Better Light radio pro- 
gram, sponsored by the most powerful interests 
in the industry. Yet it is a mediocre imitation of 
a couple of previous successes, released at almost 
the worst hour of the week. 

What this business needs is a little pride. 
Chere is something wrong with us when we let 
t design-patent doll beat us to the housewife’s 
vocketbook. There is something wrong when we 
let a single roaster of coffee or a single concoc- 
ter of cosmetics dominate the air while the whole 
great electrical industry meekly says, “Me too,” 
it eleven o'clock of a Sunday night. 

We have a product which touches the lives of 
every man, woman and child in the country. 
Every radio listener is an electric industry cus- 
tomer—else he wouldn't be a radio listener. He 
is a buyer of electrical merchandise, for his ra- 
dio is electrical merchandise. No other sponsor 
ot a radio program has this paramount advan- 
tage, yet- 

We are satisfied with mediocrity. 


Fighting the Face 
In The Looking Glass 


It seems to us that there is an undue tendency 
ipon the part of electrical merchants, and espe- 
cially upon the part of utility commercial men, to 
put their various items of merchandise in compe- 
tition with each other. Heaven knows we have 
enough competition from outside without enter- 
ing into competition with ourselves. 

We refer specifically to the school of thought 
which disparages lighting in an effort to exalt 
refrigeration, or which gets all steamed up about 
air conditioning and says pht when you mention 
ranges. 

Electrical merchandise is an all-inclusive line 
like housewares. Can you imagine a housewares 
merchant tossing the frying pans out of the win- 
dow because he prefers to sell tea kettles? Neither 
can we. Yet something very like that happens 
all too frequently in this business. 

A well-equipped home should have about 60 
different electrical appliances. The dealer who 
sneers at 59 of them in a misdirected effort to 
sell one, is our idea of a merchandising moron. 


| LETTERS 


Billion and a half business 
lo the Editor: 

| have just had an opportunity to lcok over the 
January issue of Electrical Merchandising and | 

ertainly want to congratulate you and your staff 

on the wonderful statistical information which 
has been assembled. Likewise, there is a great 
deal of other very interesting matter, and I am 
instructing our entire sales organization to look 
over the issue very carefully. 

In this connection, I thought you might be in- 
terested to see the grand totals of the units and 
retail dollar value of the appliances for the ten 
years, which you have shown in separate items in 
this issue. | have had them totalled for each year 
and it is a most impressive total. Particularly is it 
noticeable that the peak in '29 slipped down to 
almost exactly a 50% point in 1932, and now is 
coming back rather rapidly. 

The figures of this survey are given below: 


Household & Similar Electrical Appliances . 
Yearly Totals 


Units Volume 
1926 540,601,714 $ 883,399,927 
1927 588,971,635 $41,103,440 
1928 1,193,243,746 1,333,389,474 
1929 1,497,291,558 1,686,149, 190 
1930 1,355,012,649 1,630,047,069 
1931 1,318,756,230 1,276,463,184 
1932 1,276,551,551 840,408,118 
1933 1,437,911,634 937,878,489 
1934 1,484, 536,875 1,111,109,750 
1935 1,677,401,851 1,333,799,066 


Of course, the unit figures are not so worth- 
while because of the great increase due to count- 
ing such things as lamps, batteries, etc., but it is 
astounding to realize that the public will be pay- 
ing something like a billion and a half this year 
tor household and similar electrical appliances. 

Yours very truly, 
C. G. Frantz, President. 
The Apex Electrical Mfg. Co., 
Cleveland, O. 
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A Review of New Products 











alte 
1936 Frigidaire Special 


Refrigerators 
Frigidaire Corp., Dayton, Ohio 


Vodels: Special DRS-5 and DRS-6 
Capacities: 5.1 and 6.24 cu. ft. respec- 


tively. 


Description: Low-priced, full-family 


sized models; equipped with Frigid- 
aire “Meter-Miser” — cold making 
unit which gives more cold for much 
ess current cost, the manufacturer 
claims; consists of 3 moving parts 
permanently oiled and sealed against 
moisture and dirt; Food-Safety Indi- 
cator inside food compartment gives 
visible proof that food is in Safety 
Zone temperatures below 50 and 
above 32 degs.; Other features incor- 
porated in these models are: automa- 
tic interior light; giant porcelain hy- 
drator; super-freezer; automatic re- 
set defroster; automatic ice-tray re- 
lease; double-range cold control; fin- 
ger-tip door latch; “F-114" low pres- 
sure refrigerant; 5 kinds of cold in 
same cabinet. Dulux exterior, porce- 
lain interior.—Electrical Merchandis- 
ing, March, 1936. 
v 





1936 Frigidaire 
Refrigerators 
Frigidaire Corp., Dayton, Ohio 


Models: 5 Super models: 9-36, 7-36, 


~ 


6-36, 5-36 and 4-36; 4 Master mod- 
els: 7-36, 6-36, 5-36 and 4-36: 3 WP 
models: 12-36, 15-36 and 18-36; 2 De 
Luxe models: De Luxe Premier and 
De Luxe Imperial; the Koldchest 
and the Frigidaire D3-36. 


‘apacities: Super models, from 4 cu.ft. 


to 9.1 cu. ft.; Master models from 
4.1 to 7.24 cu.ft.; WP models, 12.1, 
15.1 and 18.3 cu. ft.; De Luxe Pre- 
mier 10 cu. ft. and De Luxe Imperial 
13.1 cu. ft.; Koldchest 2.1 cu. ft. and 
D3-36, 3.1 cu. ft. 


Special Features: All models except 


WP models and 2 De Luxe models 
equipped with “Meter-Miser” cold 
making unit which gives more cold 
tor much less current cost, the manu- 
facturer claims; WP models and 2 
De Luxe models equipped with com- 
mercial type, 2-cylinder compressors. 
Super and Master models equipped 
with Food-Safety Indicator; automa- 
tic interior light; super freezer; au- 
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tomatic reset defroster; automatic ice 
tray release; rubber grid ice tray; 
double-range cold control ; touch-latch 
door opener; “F-114” low-pressure 
refrigerant; Super models porcelain 
inside and outside; equipped with 
portable utility shelf, full-width slid- 
ing shelves; double, giant size, draw- 
er-type hydrators. Master models 
Dulux outside porcelain inside; por- 
celain hydrators. WP models and 
De Luxe Frigidaires porcelain 
throughout.— Electrical Merchandis- 
ing, March, 1936. 

v 








Monarch Ranges 


Malleable Iron. Range Co., 12 Lake St., 


Beaver Dam, Wis. 


Models: No. F47J)W, Major Deluxe, 


47]TP, Major, F67JBW, 37JTP 
Matron Surface Burners: F47JW, 
F67JBW,and 47J)TP, 4 units: 2-1000 
watts and 2-1750 watts; No. 37JTP, 
3 units; 2-1000 and 1-1750. 


Special Features: Models F47J]W, 47 


JTP and 37JTP are 3514 in. long. 
Model F67JBW, 4114 in. long; 17 
in. bake oven with 1-1500 and 1- 
1750 unit in all models; Models F47 
JW and 47JTP are equipped with 
appliance compartment with drawer 
and condiment set, plate warmer, 
sliding tray shelf and “Hi-Eff- 
ciency” cooker; timer-clock and opal 
lamp over cooking top, illuminated 
dial oven temperature control. 

No. 37JTP, 3-in-line table top model 
equipped with illuminated dial oven 
temperature control; cooker in stor- 
age compartment optional. 

No. F67JBW, 4 in-line De Luxe 
model equipped with utility drawer, 
appliance storage compartment with 
plate warmer, sliding basket and 
sliding shelf, electric timer-clock and 
opal lamp over cooking top, illumi- 
nated dial oven temperature control, 
selector switch and minute meter 
in mantle. Ivory-tan, all white, 
Ivory mother-of-pearl and platinum 
mother-of-pearl are some of the fin- 
ishes available.—Electrical Merchan- 
dising, March, 1936. 





Usalite Fuse 


United States Electric Mfg. Corp. 


222-228 West 14th St., New York City 
Device: Usalite, self-indicating fuse. 
Description: Condition of the fuse is 


clearly indicated by the letters “OK” 
while in good condition; shows the 
letters “NG” when it blows. Avail- 
able in 10, 15, 20, 25 and 30 amps. 
Listed with Underwriter’s Laborato- 
ries. — Electrical Merchandising, 
March, 1936. 





ABC Ironers 


Altorfer Bros. Co., Peoria, Ill. 

Models: YA, TA and RA. 

Description: Y A, DeLuxe Cabinet mod- 
el equipped with 2 thermostats, one 
at each end of shoe, automatically con- 
trol heat to desired temperature from 
low to medium to high; ironer roll 
7 in. in diam.; 2-speed control; Wes- 
tinghouse 1/6 h.p. motor; finger-tip 
and knee control; pressing device; 
pull-out shelf; removable, stainless 
porcelain top; fully enclosed skirt, 
curved in panel effect hides all work- 
ing parts from view. 

TA cabinet model is equipped with 
all the features in the De Luxe YA 
model except the 2-speed control and 
the improved thermostat heat control ; 
RA Rollabout rotary type ironer is 
equipped with finger. tip and knee 
control; sliding shelf at left; 1300- 
watt element.—Electrical Merchan- 
dising, March, 1936. 





Crosley Refrigerators 
Crosley Radio Corp., Cincinnati, Ohio 
Models: GKQ-70, GKT-70, GAQ-43, 

GAT-43, De Luxe Shelvadors. 
Capacities: 7 cu. ft. and 4.33 cu. ft. net 

capacity. 

Spectal Features: In addition to stand- 
ard reciprocating type compressor 
Crosley has introduced new hermetic- 
type refrigerating unit in GAT and 
GKT models; mounted in a dome, it 
has appearance of rotary-type com- 
pressor, but inside dome is a recipro- 
cating-type unit operated by a “Scotch 
yoke” instead of a connecting rod. 
Other features include shelf in door 
in which square Shelvador glass jars 
are held firmly in place, jars have 
countersunk type tops; De Luxe mod- 
els have Stora-Drawer at bottom of 
refrigerator for vegetables not requir- 
ing refrigeration; automatic spring 
lock in door responds to touch of knee 
or finger; quick-action ice tray re- 
leases are incorporated in 6 and 7 cu. 
ft. models; freezing unit is placed in 
center—in de luxe models it is equip- 
ped with aluminum door, in white por- 
celain front; Crosley Crisper for vege- 
tables of all kinds available in de luxe 
models; double depth tray in several 
models for frozen dishes; variable 
temperature control with 8 freezing 
speeds; defrosting is accomplished by 
turning switch to “off” position or re- 
frigerator can be defrosted while in 
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operation; porcelain interior, auto- 
matic interior light; flat-bar shelves 
are other features. 

Freezing units of 6 and 7 cu. ft. Shel- 
vadors are of double width with mid- 
dle shelf full of circulating refriger- 
ant to provide fast freezing.—Electri- 
cal Merchandising, March, 1936. 





Williams Ice-O-Matic 
Refrigerators 


Williams Oil-O-Matic Heating Corp., 


Bloomington, Ill. 


Models: 10 new models ranging in 


size from 4.6 to 19 cu. ft. 


Special Features: Temperature control 


has been moved to an independently 
mounted position on right or hinge 
side of cabinet; new temperature 
control offers wide range of plus or 
minus ten degrees—complete temper- 
ature range from 2° to 38°; control 
panel has 2 dials one for actuating 
start and stop i the other 
for temperature regulation; glass 
covered jars in handy sliding draw- 
er furnished with 6 and 8 cu. ft. 
models; each model with exception 
of 4 cu. ft. model includes a vege- 
table freshner; sliding drawers; tri- 
ple action door latch. Automatic 
dome light on all models except D- 
3641; Model T Ice-O-Matic com- 
pressor in all models—t-cylinder se- 
ries in D-3641 and D-3651 and 2- 
cylinder series in rest of line; 2- 
cylinder compressor features pres- 
sure type lubrication to all bearing 
surfaces. Dulux exterior on all mod- 
els except “P” models, porcelain in- 
terior all models.—Electrical Mer- 
chandising, March, 1936. 





Everhot Roaster 


Swartzbaugh Mfg. Co., Toledo, Ohio. 
Device: No. 656 Everhot Roaster with 


“Buffeteria” attachment. 


Special Features: Automatic tempera- 


ture control button, signal light, ther- 
mometer showing at glance the “type” 
of oven heat at every stage of cooking 
are mounted in large instrument panel 
on front of roaster; Spencer disc type 
thermostat shuts off current at inter- 
vals, keeping Consumption at low av- 
erage of 500 watts. Buffeteria con- 
verts roaster into buffet server which 
keeps cooked food hot; consists of 
chrome deck with two 2-qt. red-lined 
vitreous enameled pans with chrome 
covers. — Electrical Merchandising, 


March, 1936. 






































G-E 12-foot Floor-lamp 
Replacement Unicords. 


Cat. No. GC4E9. 


Every household needs these cord 
sets. G-E Replacement Unicords 
are profitable, fast-moving, over- 
the-counter merchandise. They are 


VET ° the ° countlet ITEMS 
YOU CAN SELL QUICKLY....PROFITABLY 

















G-E 8-foot Utility Unicords. 


Attractively packaged. 
Cat. No. GC4B3, Gray; GC4B4, Ivory and GC4B5, Brown. 























G-E 25-foot Vacuum Cleaner 
Replacement Unicords. 


Cat. No. GC2D16. 


black, the others in attractive, de- 
sirable colors: gray, ivory, brown. 

For cord-set replacements on 
heating devices, G-E Heater Cord 








all-rubber cords with unbreakable 
all-rubber plugs moulded on one 
end. The other ends are clean- 
stripped and tinned, ready for wir- 
ing lamps, small appliances or vacuum cleaners but not 
heating devices. Vacuum cleaner Unicords are furnished in 





Sets are unsurpassed. They are 10,- 
000 cycle asbestos-insulated cord 
sets of great durability. There is 
an unbreakable all-rubber plug 
moulded on one end and special heater plug on the other. 
Remind customers to buy . . . display these G-E Unicords. 


ot 
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Miniature Handy 
Pull Heater Plug 
Cat. No. 36X322 


G-E 8-foot Heater Cord Sets. 
Packaged 10 to a box. Cat. No. 49X432. 









Triple Tap Standard Handy 
Cat. No. Pull Heater Plug 
GE2698 Cat. No. 99X300 

















And in addition these small over-the-counter items 
are constantly in demand . . . effortless to sell . . . 
profitable. Display all these G-E Wiring Devices 
in the windows, on the shelves and counters of 
your store. They are attractively packaged and 


Section D-193, Appliance and Merchandise Department 
General Electric Co., Bridgeport, Conn 

Please send me full details on all the G-E Over-the-Counter 
Wiring Devices 


j Name 
. take up little space. For complete information, see 

your local G-E Merchandise Distributor or mail Address 
the coupon today. m 
ity 








*Reg. U. S. Pat. Office 


GENERAL @3 ELECTRIC 


WIRING DEVICES 


APPLIANCE AND MERCHANDISE DEPT.. GENERAL ELECTRIC COMPANY. BRIDGEPORT CONNECTICUT 
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A Review of New Products 








G-E Clocks 


General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 
Models: Morning Glory and Concord. 
Description Morning Glory, 12-hr. 
alarm; housed in a striped mahogany 
case, semi-gothic design, with bird's 
eye-maple base, gold telescope-type 

bezel: 57% in. high 5 in. wide. 

Concord has rounded striped ma 
hogany case, modern design with 
rosewood front panel and gold bezel; 
+ in. high, 8 in. long. 

Both models equipped with self- 
starting motor, current interruption 
indicator; cream-colored dial with 
black Arabic numerals, black hands 
ind gold sweep-second hand 

Price $7.95 each.—Electrical Merchan 
Jising, March, 1936. 








Electromaster Ranges 
Electromaster, Inc., 1803 E. Atwater St1., 
Detroit, Mich. 

Model: Sixty. 

Surface Burners: 2-1200 watts, units, 1- 
2000 watt and 1 simmering unit which 
has three heats: 750-600-100 watts 
Floor space, 39'/x23 in. 35 in. to 
cooking table 

Special Features: Electromaster thrift 
oven 163 in. wide with 2800 watt 
Mono- Unit heating element; porcelain 
enamel inside and out; “million-cy- 
cle” switches in 2-tone chrome plated 
panel; satin chrome and bakelite door 
and oven handles; chrome plated sur 
face unit rings; smokeless broiler pan; 
clock receptacle.—Electrical Merchan 
lising, March, 1936. 
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Ilgette Ventilators 

Ilqg Electric Ventilating Co., 
2850 N. Crawford Ave., Chicago, Il 
Models: Built-in-wall, Portable win 
dow ; Built-in; and Transom models. 
Jescription: Built-in-wall Ilgette suit 
ible for permanent installation; unit 
omes complete with fan, cabinet 


PAGE 52 


ind grille; cabinet is fitted with tel- 
escopic sleeve for installation on 
walls of different thicknesses; fan 
unit may be removed from cabinet 
by loosening 2 screws; cream enamel 
finish with polished metal grille; 
beaded chain pull starts stops fan 
unit, opens weather-tight outer door. 

Portable window Ilgette for use 
in ordinary windows; adjustable 
panel easily removable; cream en- 
amel finish; equipped with fan 
guard and 10 ft. rubber covered cord 
with plug and off-and-on switch; 
2 sizes: 26 to 36 in. and 36 to 46 in. 





Window built-in model for build- 
ing into small panel windows; unit 
is mounted in window in place of a 
pane of glass; approximately 12 in. 
square; beaded chain starts and stops 
fan, opens outer weather-tight door; 
fan guard; cream enamel finish. 

[ransom model for use in small 
apartments and residence kitchens 
equipped with transoms; unit is 
placed within transom, operated by 
means of regular transom control. 

All models have 400 c.f.m. capac- 
ity; 45 watts; 1550 r.p.m. self-cooled, 
non-radio interfering motor.—Elec- 
trical Merchandising, March, 1936. 


v 





Grunow Refrigerators 
General Household Utilities Corp., 
Chicago, Ill. 

Models: Seven: 5 Deluxe: 67M, 58M, 
61M, 51M, 50M, 2 Super Deluxe 

82R, 70R. 

Capacities: 6.7, 5.6, 6.02, 5.03, 5.03, 8.2 
and 6.7 cu. ft. storage space. 

Special Features: Folding auxiliary 
shelves; automatic lighting system; 
foot pedal door opener and finger-tip 
door latch; 11 speed freezing control 
with defrost and rapid freeze posi- 
tions; convenient on-and-off switch; 
chrome evaporator; Grunow speed 
freezer; sealed Grunow Carrene 
rotary unit—one major moving part; 
vacuum principle (not pressure.) 
Accessories for Deluxe models at 
small charge include 12 qt. sliding 
fruit and vegetable conditioner for 
67M, 58M, and 61M; 8 qt. vegetable 
pan for 51M and 51M, glass rolling 
pin, 1Y% qt. water bottle, automatic 
feed egg rack, food storage basket, 
five LY, pt. leftover dishes on re 
volving base. 

Super De Luxe accessories include 10- 
qt. sliding fruit and vegetable condi- 
tioner on roller bearings; five LY) pt. 
covered dishes on revolving base; 
glass rolling pin; 1% qt. Grunow 
water bottle, automatic feed egg rack, 
standard equipment, no extra charge. 


Electrical Merchandising, March, 
19436. 





Nesco Roastmaster 
National Enameling & Stamping Co., 
Milwaukee, Wis. 
Description: Capacity, 11 qts.; equip- 
ped with new type cover with stain- 
less steel inside plate and chromium 
outside plate, separated by dead air 
space; improved 3-piece porcelain 
enamel cooking pan set which can 
be taken out all at once or sepa- 
rately by use of special handle; end 
pans are also equipped with stain- 
less steel covers. Another feature is 
a lower temperature control added 
to thermostat which permits tempera- 
ture as low as 150° F. for keeping 
foods warm. A 6-qt. automatic roast- 
er is also included in the Nesco 
1936 line. — Electrical Merchandis- 

ing, March, 1936. 





Silent Automatic Oil 
Burners 


Timken Silent Automatic Co., 
Detroit, Mich. 

Description: An additional line of 
burners and oil-boilers designed to 
sell at substantially lower prices has 
just been announced ; both conversion 
and combination units types of new 
GC burners are simple in design 
and construction; moving parts have 
been reduced to a minimum for pres- 
sure-type burners; “flame control” 
device which insures absolute con- 
trol of air supply making for high 
combustion efficiency, outstanding 
feature. GC oil-boiler is available in 
5 sizes, ranging from 510 to 1090 
sq. ft. of equivalent direct radia- 
tion; GC oil burner is rated a. 900 
sq. ft. of equivalent direct radiation. 
—Electrical Merchandising, March, 
1936. 


- 
W estinghouse Lamp 


Westinghouse Lamp Co., ~ 
Bloomfield, N. J. 

Device: “thome Appliance” Mazda 
lamp, has special filament construc- 
tion designed to withstand vibration 
and shock, for use on vacuum clean- 
ers, sewing machines, etc.; available 
in 15 and 20 watts with D. C. Bay, 
Candelabra and Intermediate bases. 
-Electrical Merchandising, March, 
1936. 
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Universal Cooler 
Refrigerators 


Universal Cooler Corp., Detroit, Mich. 

Models: “4 Plus,” “6 Plus,” “8 Plus.” 

Special Features: Down-draft “double” 
cooling feature eliminates visible 
frost accumulation on cooler; separ- 
ate circulation is set up along 2 sides 
of cooler, the heat being taken up by 
cooling plates which are 36° F., 
which leaves lettuce and other vege- 
tables crisp and other highly perish- 
able foods as nearly in their natural 
state as possible; non-spill, velvet 
glide mesh shelves; 2 cocktail trays 
provided in “6 Plus” model and 4 in 
the “8 Plus” model; at least 2 super- 
fast freezer-shelves provided in all 
models; Dulux exterior, porcelain in- 
terior. — Electrical Merchandising, 
March, 1936. 








© 
Victor Fans 


Victor Electric Products, Inc., 
712 Reading Rd., Cincianati, O. 
Description: In Victor 1936 line all 
models larger than 10-in. will be 
equipped with new,  super-silent 
blades; No-Draft “Breeze Spread- 
er’ which provides perfect distribu- 
tion of cooled air over large areas 
without drafts and blasts will be 
continued as regular feature of new 
models. — Electrical Merchandising, 
March. 1936. 





U wtraveel 
Buffet Food Server 


Landers, Frary « Clark, New Britain 
Conn. 

Model: No. E7990. 

Description: For self-service buffet lunch 
or supper ; food may be cooked in glass 
dishes and placed in server where it 
is kept at serving temperature of be- 
tween 160 and 180°—food is kept 
warm by hot air—no water is neces- 
sary; 3 separate removable dishes of 
heat-resisting oven glassware; 3 pt. 
each; chrome body and covers, wal- 
nut handles and feet; 110 watts. 

Price: $19.75.—Electrical Merchandis- 
ing, March, 1936. 
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op. C2 r... endorsed by the Highest 


Authorities —Tested and Approved by Good House- 
keeping Institute The New 1936 NESCO ROAST- 

MASTER is indeed a triumph in Electrical Cooking. 
It has everything the modern housewife will ask for 
— New Beauty, modern design, new efficiency and 
economy — many new improvements and features 
that mean not only greater convenience, but also 
more delicious meals with a minimum of effort. » » 


Here is the Roastmaster, a new model in the already 
well-established Nesco Line. It is tomorrow's expres- 
sion of the finest in modern home cooking appli- 
ances. If you haven’t found out all about the great 
opportunities awaiting you in this new field, do so 
at once. The Nesco Roastmaster is backed by an 
aggressive program of Sales Promotion that will 
create a desire for it in millions of American Homes. 


























Let us tell you more about the proven possibilities in the Nesco Line 


) x NESCO 


Two bright surfaces with dead airspace 
between provides triple insulation. 


yp 
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End pans readily detachable from cen 
ter pan using cool lifter. Fully patented. 
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New low P bined with 
signal light opens up new markets 
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NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270E NORTH TWELFTH STREET, MILWAUKEE, WISCONSIN 
Factories and Branches: MILWAUKEE—CHICAGO — NEW YORK — BALTIMORE—PHILADELPHIA—GRANITE CITY, ILL 
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A Review of New Products 
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Premier Cleaners 
Premier Diwision, Electric Vacuum 
Cleaner Co., Inc., 1734 Ivanhoe Rd., 

Cleveland, Ohio 
Vodels: Premier Duplex model 8; Pre 
mier “47": and Premier Spic-Span 
model 34 
Description: Premier Duplex 8, stream 
lined; equipped with search-lite; 2 


speed ball-bearing motor; “Vibra 
eat” motor-driven brush, super-suc 
tion power; 7-bladed suction fan; 


streamlined nozzle; ball-bearing cast 
rs; new tilting device and handle 
ock: self-locking adjusting screw; 
inbreakable handle; dust-proof twill 


bag 
Premier “47” equipped with search 
lite; ball-bearing motor; motor 


driven brush with 3-position adjust 
ment; chromium plated handle; blue 
checkered twill bag; rubber bumper 
weighs 1344 Ibs 

Premier Spic-Span No. 34 portable 
hand cleaner equipped with new 
Porto-Case (a convenient portable 
case for storing cleaner and acces 
sories); for cleaning furniture, auto 
mobile upholstery, stair carpet, furs, 
etc.; ball-bearing motor; super-suc 
tion power; furniture guard; single 
bar type horsehair brush; weighs less 





than § Itbs.; accessories include 2 
piece extension tool, moth destrover, 
deodorizer, combination blower and 
suction tool and chemical sprayer 

Prices: Duplex Model 8, $64.50: Pre- 
mier “47”, $44.50; Spic-Span Model 
$4, $19.95.—Electrical Merchandising, 
March, 1936 





Crosley Washers 
Crosley Radio Corp., Cincinnati, Ohio 
Models: 4 “Savamaid” models: No. 64, 
Spe-Dry, Nos. 61,62 and 63, wringer 
models. 

Description: Spe-Dry 64, spinner-dryer; 
6 sheet capacity ; porcelain enamel tubs 
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inside and out; spinner tub equipped 
with aluminum swivel drainboard; 
single lever Spe-Dry Dise control in- 
corporates cushion brake stopping; 
open top spinning compartment fea 
tures spin-rinsing with forced ex 
traction of soapy, dirty water, ad- 
justable drainboard simplifies rinsing 
and bluing; improved aluminum 
agitator equipped with positive push- 
pull control clutch; new type finger 
release knob under fin; centrifugal 
pump with hose and gooseneck; 14 
h.p. motor, no radio interference; 
rust-proof basket; speckled, desert 
sand finish. 

Nos. 61, 62, 63 wringer type mod- 
els. No. 61 equipped with Lovell 
wringer; 2 in. semi-balloon rolls, 
pad type tension release; special im- 
proved aluminum agitator with push- 
pull control switch; agitator fins de 
signed to give maximum ‘action to 
clothes in middle of tub; Models 62 
and 63 equipped with new Crosley 
Velvetouch wringer; soft rubber up- 
per roll molds itself easily over vary- 
ing thicknesses. Pump available on 
these 3 models at $10 additional. 
Briggs & Stratton gas engines also 
available at additional cost. 

Prices: No. 64, $99.95; No. 61, $49.95; 
No. 62, $69.95; No. 63, $79.95.—Elec- 
trical Merchandising, March, 1936. 





W akefield Luminaire 
Wakefield Brass Co., Vermillion, Ohio. 
Model: Commodore. 

Description: Light weight indirect lu- 
minaire; satin-finish aluminum can- 
opy and husk; Plaskon reflector pro- 
vides high reflection value with sur- 
face brightness so low it is free from 
glare; 2 sizes 300-500 watts, overall 
length 34 in.; 750-1000 watts, over- 
all length 48-in.;switches for indivi- 
dual control and switches and sock- 
ets for 3-light lamps available at ex- 
tra cost; lamp shields for use in 
large low-ceilinged rooms, also extra. 

Prices: 300-500 watt size, $16; 750- 
1000 size, $36.40—Electrical Mer- 
chandising, March, 1936. 
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Nesco Casserole 
National Enameling and Stamping Co., 
Milwaukee, Wis. 

Model: No. B-40. 

Description: Modern design; Ivory 
and black finish; equipped with 
Ivory porcelain enameled cover and 
heavy porcelain enameled cooking 
well. — Electrical Merchandising, 
March, 1936. 








W agner Fans 
Wagner Electric Corp., 

6400 Plymouth Ave., St. Louis, Mo. 

Models: Popular-priced 10-in. oscil- 
lator fan; 10-in. window ventilator; 
24-in. 4-blade, Quiet Air Circulator. 

Description: No. 5260E, 10 in. oscillat- 
ing portable fan has 1-speed with 
switch; 110 volts a.c., delivers 550 
c.f.m. min; non-radio interfering; 
rounded base, or wall mounting. 

No. 5560W 10 in. window ventila- 
tor removes odors, fumes, smoke, etc., 
from kitchens, bathrooms, etc.; 111, 
in. high, panel is adjustable for win- 
dows 23 to 36 in. wide; mounting 
panel finished in gray. Single speed, 
110 volt, a.c. only. 

S60UA 24 in. 4blade air circula- 
tor; 2 speeds; 110 volts, a.c. only; 
consumes 270 watts (high speed) 170 
watts (low speed); totally enclosed, 
induction motor; chromium blades; 
baked-black enamel motor, guard 
and mounting-ring; available with 
wall-bracket, counter-column or ad- 
justable floor column mountings. 

Multi-Blade 16, 18, 24 and 30 in 
exhaust fans for ventilating indus- 
trial places also available. 

Price: No. 5260E, $9.00; No. 5560W, 
$7.50; No. S60UA, $49.00; exhaust 
fans from $54 up. — Electrical Mer- 
chandising, March, 1936. 
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Herman Nelson 
Air Conditioners 


The Herman Nelson Co., Moline, Ill. 

Models: Oil burning air-conditioning 
furnace unit; conversion oil burner 
and self-contained summer air condi- 
thoner. 

Description: Oil bufning air-condition- 

ing furnace unit designed to provide 
all proper air conditioning for com- 
fort, heating, air motion, humidifica- 
tion and air cleansing with optional 
cooling and de-humidification; BTU 
capacity is 150,000; burns No. 3 oil— 
1.35 gal. perhr.and has air capacity of 
1500-2000 c.f.m. 
Gun or pressure type conversion oil 
burner is compact and efficient; burns 
No. 3 oil—1.35 to 4 gal. per hr., motor 
of 1/6 h.p.; and speed of 1725 r.p.m. 
Self-contained summer air conditioner 
cools, circulates, de-humidifies air; 
has heat absorption capacity of 8000 
BTU’s per hr., air capacity, 425 C.F 
M. and de-humidification capacity of 
about 2.5 Ibs. per hr.—Electrical Mer- 
chandising, March, 1936. 
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Crosley lroner 
Crosley Radio Corp., Cincinnati, Ohio. 
Model: No. 60, table type “Savamaid” 

ironing machine. 

Description: Equipped with foot con- 
trol; elliptic spring mounting of shoe 
gives equalization of pressure over 
entire ironing surface; chrome finish 
shoe; Yg h.p. direct drive motor; dou- 
ble control switch—one for motor and 
one for shoe heat control; red pilot 
light indicates when current is turned 
on; drop leaf extension shelf; 2-tone 
desert sand finish. 

Price: $49.95.—Electrical Merchandis- 
ing, March, 1936. 





= ° 
Gulf Motor Oil 
Gulf Refining Co., 
Gulf Bldg., Pittsburgh, Pa. 
Description: Oil especially refined for 
small electric motors used in refrig- 
erators, washers, ioners and other 
household appliances; heavier and 
more viscous than average household 
oil. — Electrical Merchandising, 
March, 1936. 





Electrol Oil Burner 


Electrol, Inc., 934 Main St., 
Clifton, N. J. 

Model: TCV. 

Description: New model embodies all 
famous Electrol characteristics such 
as curved air chamber which gives 
air for combustion a rotating motion, 
creating the Electrol Ball Flame and 
giving high combustion efficiency and 
quiet operation; Master Control; the 
cut off valve at nozzle, and “Electric 
Flame” Ignition; vertically mounted 
for use especially with new jacketed 
boilers. — Electrical Merchandising, 
March, 1936. 
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SILENT BLADE FANS 


A smart-looking fan line not only appealing in 
design but more serviceable than ever +++ as free from 
line of popularly noise as modern engineering can make fans-+-+-+a great- 
priced fans has er volume of air farther — evenly, smoothly, quietly. 


The new Cool Spot 


everything it takes Write now for Signal’s new merchandising program. 


to make quick, SIGNAL ELECTRIC MFG. CO. 


MENOMINEE. MICHIGAN 


profitable sales --- | 
Offices in all principal cities 


--- and satisfied 
customers - Be oFACTURERS 
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BUILDING REVIVAL 
is your cue to 





prospective sales 


of BREEZO FANS 


Revival of home building, confidently forecast, 
offers a big new market and an outstanding op- 
portunity for Breezo dealers. 

Ventilation will unquestionably be written 
into the plans of these modern homes because 
comfort is demanded by new home owners. 

Here’s your cue to turn to ventilation for 
new business, because what other electrical ap- 
pliance offers so much comfort for so little 
money as ventilating fans? 

With BREEZO you can meet all ventilation 
requirements — from cellar to attic — and 
thereby cash in on every opportunity for a sale. 
Are you going to ignore this market and sacri- 
fice profits or tie up with BREEZO and cash in? 

Write for Breezo literature 


BUFFALO ForGE Co. 
205 Mortimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd. 
Kitchener, Ontario 
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New Radio Products 











Crosley Radios 
Crosley Radio Corp., Cincinnati, Ohio 
Models: 1936 De Luxe radio sets. 
Description: Line incorporates “Auto 

Expressionator,” a new development 
which restores full expression range 
of radio program just as it is played 
in studio before monitoring by sta- 
tion engineer, the manufacturer 
claims. Heavy volume is restored to 
entire fullness; light passages are 
automatically reduced to softness 





ce 


with which thes were rendered, 
Auto-Expressionator has 2 paths 
through which current may flow; 
speaker is connected in circuit of 
one path and Auto-Expressionator 
bulbs are in other path—at low 
volume signal divides equally be 
tween two paths; as volume in 
creases the Auto-Expressionator, or 
bulb path, becomes restricted, caus 
ing more electric current to be di 
verted through speaker; set may be 
operated with or without device by 
means of swi n front panel 





Other features are Automatic Bass 
Control—newly developed vibracou 
stic sounding board and curvilinear 
speaker cone; new magnum dial 
which makes dialing easier 

Line includes sets ranging from 
Pravo—4 tube a.c.-d.c to an 11 tube 
console; metal and glass tube mod 
els are included in line; also a com 
plete series of battery operated ra 
dios and the “Wincharger” to keep 
the 6-volt storage battery charged.— 
Electrical Merchandising, March, 
193¢ 
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Kadette Radio 


International Radio Corp., 

4th & William Sts., Ann Arbor, Mich. 

Model: Portable battery model 400 for 
use on boats, camps, farms, cottages 
or in automobiles. 

Description: Equipped with new Perm- 
O-Flux dynamic speaker; no expen- 
sive “A” batteries required, uses 3 
1'4-volt ignition dry cells for “A” 
supply, and 3 portable “B” batteries 
supplying 135 volts, 2 tuning ranges 
cover standard and short wave broad- 
casts; walnut cabinet. — Electrical 
Merchandising, March, 1936 








G-E Radios 
General Electric Co., 
Appliance @ Madse. Dept., 
Bridgeport, Conn. 

Models: 5—2 consoles and 3 table mod- 
els. 

Description: New 6Q7 duodiode-triode 
metal tube incorporated in all models; 
combines functions of detector, audio 
amplifier and automatic volume con- 
trol. 

Table models A-52 and A-55 equip- 
ped with 2-band, 5 tube chassis with 
new wide vision 2-color tuning dial , 
8-in. dynamic speaker in A-52 and 9- 
in. speaker in A-55. Band range: 540 
1720, 1720-5800 and $800-18,000 k.c. ; 
walnut veneer cabinets. 

3-band, 8-tube chassis is used in table 
model A-83 and console A-85; both 
sets have sliding-rule tuning scale, 
with automatic vernier tuning, push 
pull output and speech-music control ; 
9-in. dynamic speaker in A-83 and 11- 
in. speaker in A-85. 3 bands cover 535 
1720, 1720-5800 and 5800-18,000 k.c.; 
walnut veneer cabinets. 

Table model A-54, a.c.-d.c. model 
utilizes a 2-band, 5-tube chassis; de- 
signed for 110 volt operation. Besides 
6Q7 metal tube, it employs 2 other 
new types of metal tube—25Z6 recti- 
fier and 25A6 power-amplifier pent- 
ode; new wide-vision dial, 6Y in. dy- 
namic speaker; 2 bands cover 540-1720 
and 2250-7500 k.c.; cabinet furnished 
in choice of 4 finishes: 2-toned walnut, 
white and gold, black and gold and 
red and black. 

Prices: A-52, $29.95; A-55, $39.95; A- 
83, $79.50; A-85, $99.50; A-54, $39.95 
in walnut and $44.95 in colored fin- 
ishes. — Electrical Merchandising, 
March, 1936. 


v 





W estinghouse Radios 
Westinghouse Electric @ Mfg. Co., 
Mansfield, Ohio. 


Models: Trumpeter WR-207 and Jubi- 


leer WR-208. Table models 


Description: Dial has been moved from 


conventional center position to the 
right, with speaker and grille on left, 
which gives a perfect balanced ap- 
pearance; easy reading for fast tuning 
is achieved by large illuminated black 
and white dial.—Electrical Merchan 
dising, March, 1936 
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Here Is The 
Proctor Heat Meter 


Regulated directly by the temperature 
of the sole plate, the Heat Meter con- 
stantly indicates on the dial the exact 
heat of the ironing surface— and points 
to the name of the fabric best ironed 
at that temperature. An amazing 

















devel ft in non-eutomatic irons! 
r 





PROCTOR—THE FIRST AND LAST WORD IN ELECTRICAL 
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ALSO PROCTOR AUTOMATIC 
IRONS e OTHER NON-AUTOMATIC 
PROCTORS e THERMOSTATIC 
TOASTERS AND WAFFLERS 


| TEST IMPROVEMENT 
| ! ever made in the Low-Priced Iron Field 
@® The First Won. tatiana 


Iron That Tells the Truth *9 
About Ironing Temperatures AND SELLS FOR 


Is the iron too hot for cotton — hot enough for 
linen or damp-cloth pressing — cool enough for 
rayon or silk? Women need guess no longer 
—even with a non-automatic! Because now 
the Proctor Heat Meter tells them exactly — 
shows them on the dial that the ironing surface 
is neither too hot nor too cold for the fabric 
being ironed! Accurate, truthful at all times — 
it responds instantly to the slightest change in 
sole plate temperature! 


Here is a great, a revolutionary advance in 
“non-automatic” irons. The Proctor 952 has the 
exclusive Proctor Dreadnaught Heating Unit. 
It is a 575-watt iron with a trouble-proof 
Belden rubber plug—and many other compel- 
ling sales features. Be among the first to stock 
and push this new fast seller! Write us for 
all the details. Proctor & Schwartz Electric 
Co., 7th Street and Tabor Road, Philadelphia. 
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Moderately priced wall 
outlet rangette for apart 
ment and summer cottage 





Blectric Cooker — 500,000 
sold—popvlar for carry 
ing hot meals on outings 
as well as for cooking 


Combinotion toaster (4 
slices), broiler (3 Ib 
steok), high speed hot 
plate, list only $12.30. 


Cesserole, roaster cook 
ing in this useful, low 
priced appliance. A pop 
vier summer seller 


2 


*\ 


=~ 3 ‘ 











Colortvl window displey 
stops shoppers. 36” x 36” 
Supplied free with order 
for 4 roosters 
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At left—Model No. 656 Ever 
hot Automatic Roaster, with 
thermostat, signal light, heat 
indicotor, chromium heat re 
flector cover 


Below — Everhot Buffeteria 
Chromium-plated deck; two 
removable red lined vitreous 
enameled pots, 2 qts. co 
pacity, with chromium-plated 
covers 


DOUBLE DUTY 
DOUBLES SALES 


There is profit for you in the two-fold purpose of the Everhot. The 
Buffeteria transforms the roaster into an attractive buffet server which 
keeps cooked foods hot and tasty. Sell the two together—the Roaster 
and the Buffeteria. The one creates a demand for the other, making 
sales easier, profits bigger. 





Above—The Everhot is fully equipped with vten- 
sils: high-reflector chromium plated cover; vitre- 
ovs enamel oval roasting pan; three-piece heavy 
weight aluminum set with covers for the half- 
round pons 


Right—This attention-getting wax food display 
attracts customers to the Everhot. it shows them 
ot a glance how the roaster will cook ao com- 
plete meal at one time. 





Write for further information 


EVERHOT 


APPLIANCES FOR SUMMER PROFITS 


THE SWARTZBAUGH MFG. CO. + TOLEDO, OHIO 








A Review of 
New Products 








V entaire Conditioners 
Allison Products Corp., 
6183 Liwernois Ave., Detrowt, Mich 
Device: Models A and B portable, ad 
justable window ventilators. 
Description: Model A fits windows 
from 23 to 30 in.; Model B fits win 
dows from 30 to 43 in.; Induction 
shaded coil type motor is non-radio 
interfering; 110-120 volts, 24 watts 
8 in. fan blade; exhausts approx: 
mately 325 cu ft. per min.; rust 
proofed metal parts; brown cloth fin 
ish with green baked enamel fan 
guard and motor housing; 6 ft. rub 
ber cord and plug on-and-off switch 
and canvas weatherproof cover 
Price: Model A, $10; Model B, $12 
Electrical Merchandising, March, 
1936. 
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Universal Appliances 
Landers, Frary & Clark, 
New Britain, Conn 
Description: Announcement has been 
made of a new Chevalier Pattern of 
appliances which includes “Turn-Easy 
Toaster, No. E8612, a combination 
sandwich toaster No. E8360, sand 
wich toaster and griddle No. E8970, 
buffet food server No. E7990, a coffee 
urn set No. E81804, waffle iron No 
E8124 with adjustable automatic 
heat control and No. E8104 with heat 
indicator and 2 coffee percolators No. 
E866, 6 cups and No. E868, 8 cups 
Prices: Toaster, $3.50; combination 
sandwich toaster, $8.95: sandwich 
toaster and griddle, $6.95; buffet 
food server, $19.75; urn set, $14.95 
waffle irons: with automatic control, 
$9.95, with heat indicator, $5.95; per 
colators: 6 cups, $6.95; 8 cups, $7.95. 
—Electrical Merchandising, March, 
1936. 
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Electromaster 
Water Heater 


Electromaster Inc., 1803 E. Atwater St 
Detroit, Mich. 

Device: 30 gal. table-top water heater. 

Description: Equipped with 2000 wat 
heating units; porcelain enamel top, 
white lacquer body; overall size 25 
in. wide, 25 in. deep, 36 in. high; 
base 3 in. high; all connections on 
rear; approximate shipping weight 
250 Ibs. — Electrical Merchandising, 
March, 1936. 
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Helping Dealers Sell 


in | UCSON 


A $5,000 sales promotion 


ECENT announcement from 

Tucson, Arizona _ indicates 

that the Tucson Gas Electric 
Light & Power Company has entered 
the free wiring ranks. Effective Oc- 
tober 1, the company offers what 
amounts to a 50 per cent payment 
toward the costs of wiring a home for 
range or water heater. It has been 
found in this district that the expense 
of wiring for these heavy appliances 
averages about $30. The company 
guarantees to pay $15 toward wiring 
if one appliance is installed, or $20 
if both range and water heater are in- 
cluded in the sale. 

This extends the dealer cooperation 
program under which the Tucson 
power company has been operating, 
since they went out of the appliance 
selling business two years ago. Other 
payments to dealers include a commis- 
sion on sales of the larger appliances. 
This schedule allows $2 for a refrig- 
erator sale, $3 for the sale of an elec- 
tric range, $5 for an electric water 
heater, $5 for an air conditioning in- 
stallation, and $2.50 for rental of this 
equipment. These payments are made 
conditional upon the dealer having 
carried out a proportional schedule of 
advertising, payments by the power 
company never exceeding two-thirds 
of the amount which the dealer has 
spent upon his publicity. A certain 
amount of leeway is permitted in the 
distribution of this advertising appro- 
priation, however—and payments of 
commissions are carried over from one 
month to the next until the quota of 
advertising is met. 

Results of this program have been 
excellent, according to W. H. Howe, 
merchandising manager for the com- 
pany. A quota of 1200 refrigerators 
which was set for the year had already 
been exceeded, 1,600 having been sold 
by Oct. 1, with the trade still going 
strong. Other appliance sales were in 
proportion. A recent survey of rural 
customers indicated an unexpectedly 
high use of electrical equipment. 


Per 
. Number Cent 
Rural Electric Consumers— 


—Premises Occupied 1,719 100.0 
lce Refrigerators 779 45.3 
Electric Refrigerators 733 42.6 
Liquid Fuel Ranges 

(Kerosene & Gasoline) 876 39.4 
olid Fuel Ranges 

(Wood & Coal) 386 21.4 

ottled Gas Ranges (Flamo, 

Shellane, & Rock Gas) 282 16.4 
Llectric Ranges 332 19.3 
iquid Fuel Water Heating 605 35.2 

olid Fuel Water Heating 399 23.2 
ottled Gas Water Heating 283 16.5 


lectric Water Heating 146 8.5 
lectric Pumps 534 
lectric Washing Machines 117 6.8 
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kitty, free range 
and water heater 
wiring, plus com- 
missions of ma- 
jor appliance 
sales, takes the 
place of power 
company mer- 
chandising. 


Out of 1,512 refrigerators in use in 
these homes, 733, or 48.5 per cent 
were electric, a proportion far higher 
than the national average of 29 per 
cent. The figures of 332 electric 
ranges and 146 electric water heaters 
were also far above expectations. Sev- 
enty-two of the farm homes visited 
expressed an interest in various elec- 
tric appliances they did not at the time 
own. These names were given to local 
contractor-dealers in rotation and 
have already resulted in a number of 
sales. 

The power company, of course, 
does extensive advertising of its own, 
usually in promotion of appliances be- 
ing featured by local dealers. A con- 
tact man in the field assists dealers 
with their problems and helps to co- 
ordinate the program which, in its co- 
operative phases, is outlined by the 
local dealers’ association. The radio is 
also used effectively. Mrs. Roberts, 
home economist for the company, ties 
her talks in directly to the merchan- 
dise being featured by local dealers, 
mentioning store and terms in her 
talk, and covering the dealers of the 
city in rotation. 

A lighting campaign is now under 
way, in which the power company 
will handle lamps wholesale and will 
carry accounts, billing the customers 
with their regular lighting bills, but 
will leave all public contacts to the 
dealers. 

Last year some $4,000 was spent in 
merchandise promotion by the power 
company, of which fully $3,000 went 
to dealers. This year it is expected 
the figures will reach a total of $6,- 
000 and $5,000. On the part of the 
dealers, a very effective sales job is 
being done. Four or five of the larger 
stores last year sold refrigerators in 
numbers which reached well into the 
three figures column, accounting for 
over 1,000 refrigerators between 
them, and also disposed of a satisfac- 
tory number of ranges and water 
heaters. Rural pumping plants and air 
conditioning installations are also im- 
portant items in their various sales 
programs. 








Right — An_ installation 
of G/W steel shelv- 
ing at Concord Electric 
Plant, Concord, New 
Hampshire. 



























Left—Union Gas and Electric 
Company, Cincinnati, uses 
G/W steel shelving for eco- 
nomical storage of supplies. 











floor space available. 


baked enamel finish. 





Steel Shelving Provides Economical 
Storage for a Business Lifetime... 


Solve your storage problems with Globe-Wernicke steel shelving. 
It is easy to install and can be adapted to individual needs and the 


Units may be added when wanted and the 
entire assembly can be changed to meet new requirements or moved 
to a different place with 100%, salvage. Built entirely of steel with 


The facilities of our Engineering Department are available to help 
solve your storage problems. 
almost every city who will gladly tell you about our service to users 
of Globe-Wernicke products—or write direct to us. 


There is a Globe-Wernicke dealer in 


a™ Globe-Wernicke 


MAKERS OF 


Cincinnati, Ohio 
OVER 40 ITEMS 


NEEDED IN OFFICES 















































DISTRIBUTORS 





Sell her 


WATER CONDITIONING 


and make 


BIG PROFITS 


© Here is a new nationally-adver- 
tised, major household appliance 
that every woman wants for her 
home. Your sales arguments are 
the things she is interested in 
beauty, health, cleanliness, savings 
in time, labor, money! 

Prove these sales arguments 
right in the prospect’s home by 
using a beautiful, light, chro- 
mium-plated demonstrator. 

At the time refrigerators and 
oil burners are at their lowest, 
Permutit sales are good; they are 
not seasonal. Financed under 
FHA terms, Permutit fits in with 
your present selling methods and 
answers a real need. 


a number of good territories are still open. 


100% cooperation to help you obtain dealers and make con- 


sumer sales. 


paigns, free sales training courses, ete. 


others are doing. 


Ltt 


Local cooperative advertising, forceful cam- 


Let us show you what 


Ltseqooevwe»wewebh@éd*es 


THE PERMUTIT COMPANY, 
Room 711, 330 West 42nd Street, New York City. 


Please send me, 


without obligation, complete details of your mer- 


chandising plan and money-making proposition 


Company 
Address... . 
Signed by.. 


City 
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E. McClain 





PHILADELPHIA'S 









FIVE 


F. Gannon 





W! LL, here are five candidates 
for the Hall of Fame from a 
single company. We don’t mind mass 
as long as the stuff is there. 
indebted to Austin Monty, 
manager of merchandise sales of the 
Philadelphia Electric Company for 
These five men are the lead 
ng salesmen of that organization. Be 
tween them, they sold 196 ranges in 
the last eight weeks campaign of the 
a campaign that saw 1,832 
sold against a quota of 1,600. Highest 
with 50 
n order came H. Ryan with 39 
units, E. McClain with 38, C. Hol 

in with 38 and H. Myer 

That's a of ranges in any man’s 
town and tl 


awards 


We are 


the stor \. 


ompan\ 
COMpall 


man was F. Gannon sales; 


next 


s with 31 


1 
lot 


at ove are 


Hall 


ie hive horsen en 
hereby admitted to the Selling 


7 | ime. 
v 





7 











M. LINDEMAN 


St. Lovis, Mo 


LINDEMAN 


member of the 


M 


Crosley 100 Percenters Club, 
with Lindeman-Hoffer, Crosley deal- 
er, St. Louis, Mo., gives five rules to 


attributes his success as a 
salesman. They are 
Be sold on your product. 


Never knock a 


handise 


which he 


competitor, nor his 
mer 
Represent your line honestly. 
Sell the merchandise 
fitting to his following. 
Win keep the confidence of 
the dealer's organization. 
‘lf these 


savs Mr. Lindeman 


dealer most 


and 


poli es are followed,” 
“vou cannot help 
from being 100 percent.’ 

\Ir. Lindeman began his course of 


sprouts as a salesman at the age of 16. 
He had a concession in one of the lo- 
cal 5 and 10 cent stores, printing call 
ing cards. This experience and the 
knowledge he gained from meeting the 
general public. Mr. Lindeman says, 
hecame his greatest asset. 

The most recent accomplishment 


that Mr. Lindeman recalls is the sale 
of 162 Crosley Shelvador electric re- 
frigerators in one day. 
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CHARLES GLOMB 


Palmerton, Pa. 


W N the snapshot above was 


taken, Charlie Glomb of Palm- 
erton, Pa., was just on his way back 
from a trip to Bermuda—a reward for 
being high man in a Philco radio sales 
contest. The easy life must have got- 
ten on Charlie’s nerves because he 
rushed out as soon as he got back and 
sold 17 Speed Queen washers to win 
a first prize of $50 offered jointly by 
Barlow & Seelig and International 
Nickel, makers of Monel Metal. 


BEN HALVERSON (right) 


Fosston, Minn. 


\ TE said some time ago that we 

were going to run pictures of 
dealers—if they personally were crack- 
er-jack salesmen. Here is Ben Hal- 
verson of Fosston, Minn. He runs 
the Fosston Electric Shop. He sold 
nearly 100 ABC gas engine-washers 
in his town of 900 population last 
year. But let him tell it: 

“IT have been selling ABC Washers 
for the past ten years, and this year is 
the biggest I have ever had. Last year, 
having sold 42 machines, thought that 
I would do well to sell this number, 
but since March 19, this year, to date, 
September 19, have sold 72 washers. 
This without any outside salesmen 
outside of myself. Ninety per cent 


of my sales have been the gas engine 
models sold to farmers in surrounding 
territory. This business has proven to 
be much more profitable than the 
electric models as there are practically 
no trade-ins. Also the price gives us 
a chance to make some money, where- 
as the electric models would sell for 
considerably less. This year I intend 
to sell 100 ABC washers, and most 
of them to farmers. Of course, one 
reason is that our town has a popu- 
lation of only 900 people. The month 
of May proved to be my banner month, 
having sold 26 washers in this month 
alone. I closed 12 deals in one week. 
It meant putting in some long hours, 
but I look at the satisfaction at the 
end of the month. Practically all of 
my sales are made by demonstrating. 
That is, let the prospect use the ma- 
chine, after instructing her how to 
use it. When I get my demonstration 
I always make it a point to talk it 
over with the husband also as when 
the time comes to close the sale it 
makes it much easier. I never start 
making a comparison as to how and 
why my machine is so much better 
than other makes unless the customer 
brings this up, and by just talking 
my machine it is surprising how sel- 
dom this has to be done. One thing 
that I have learned is to not ‘pass up’ 
certain people whose homes are not 
of the finest, as many of my best sales 
have been to people who by appear- 
ances couldn’t buy a lead pencil.” 








BILL SCHLEGEL 
Los Angeles, Calif. 


“Bill” Schlegel of the Manual Arts 
Sales Company is here shown on top 
of a shipment of Frigidaires. Bill is 
number one man in the Los Angeles 
district, holding the record of having 
sold more Frigidaires than any other 
man in that territory. In September, 
after the main refrigerator season is 
supposed to be over, Schlegel and the 
six salesmen who work under him 
sold two whole carloads of Frigidaires. 
On the side he does quite a business in 
ranges and water heaters, too. 
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‘At Home> 


0 Customers 


Store demos fill 
the bill, say the 
Broadway De- 
partment Store, 
Los Angeles. 


| ANY department stores and | 
even smaller dealers these 
1 days have demonstration kit- 


chens built in to their sales floor, but 
they do not all of them make the best 
use of the sales weapon thus offered. | 
F. F. Brown of the Broadway De- 
partment Store of Los Angeles, Calif. | 
has both a demonstration kitchen and | 
a complete laundry in his electrical 
department and believes in making use | 
of them in the same way that one | 
would make use of the kitchen and | 
laundry in one’s own home. That is 
to say, there are no cooking schools | 
and no formal demonstration held. | 
Mrs. Lura May Rodgers, in charge 
of the electric kitchen, goes ahead 
about the usual business of housekeep- 
ing. She usually has something cook- 
ing in the range—gingerbread, or bis- 
cuits, or a roast—the sort of thing wo- 
men are uncertain about when they 
come to electric equipment for the 
first time. The refrigerator is used 
for storing the food materials used 
in the kitchen; the electric dishwasher 

is used for washing up the dishes. Mrs. 
Rodgers brought down the materials 
for her summer preserving and put up 
the fruit in the store’s kitchen, ready 
of course, at any time to explain the 
process to the customer, just as she 
would explain what she was doing at 
home. Her business is to sell, not 
merely to demonstrate; the kitchen is 
the means by which she removes the 
objections to electric cooking which 
arise in the mind of the prospect un- 
familiar with the use of an electric 
range. 

The electric laundry is used in 
much the same way. The tubs, wash- | 
er, wringer and other equipment are 
installed in a space about equal to 
that of the laundry in the usual home. 
What is more, this alcove looks as 
though it had been in use—there are 
damp clothes at hand and wash ac- 
tually waiting to be done. There are 
a good many advantages to this set- | 
up. For one thing, it does away with | 
the necessity ot giving demonstrations 
in the home. Secondly it insures that 
the customer understands the opera- 
tion of the machine she has bought, 
hence remains satisfied with her sale. 
lf she has witnessed a complete dem- 
onstration of it in the store after her 
purchase, this is equivalent to the | 

ial follow-up call which can there- | 
fore be omitted—another saving. Sales | 
talk, pointed with the actual demon- 

‘ration of operation, is more telling | 
than it could possibly be with inert | 

ichinery only. This is particularly | 

ie when the centrifugal type of dry- | 
is being sold. This is a process | 
ich the customer can only under- 

nd when she has seen it once in 

eration. And lastly, the complete | 
out of the laundry makes it natural | 
step from the sale of the washer | 
auxiliary equipment. | 


SUNLIGHT 


woe’ 


For twenty-one years, the men at Sunlight have been 
making more than motors. They have been building a 
reputation .. . for sound design and precision manufacture 
and for building ruggedness and reliability into a product 
on whose performance so much depends. They know what 
washing machine manufacturers want in an electric motor. 
And throughout the years they have concentrated on the 
task of building to these requirements— even surpassing 

them. As a result, Sunlight motors have become 


atic / the choice of more and more washing machine 


% 
°@.- manufacturers—and the builders of good will 
> Oro*. 





for more and more washing machine dealers. 


SUNLIGHT ELECTRICAL COMPANY 


WARREN, OHIO 


PRODUCT OF 
GENERAL MOTORS 


MOTORS 
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BEFORE 


the 


DAYLITE HOOD 





Ordinary Lamps Cast FOR BETTER 
an irritating glare. Snap 

on a RECO Daylight a 
Hood and note the LIGHT 





Difference! 
Put pep and profits into your Better Light—Better 
Sight campaign, with the Reco Daylite Hood. | 
* The Reco Daylite Hood is a natural colored glass | 
hood that snaps on the ordinary lamp bulb. It has 
a distinctive blue color—developed after years of 
scientific research—which filters out most of the 
glaring red and yellow rays of ordinary light. it 
provides excellent illumination without glare. Used 
in quantities in every home, office, shop or factory, 
etc. The standard size fits a 50-60 or 75 watt bulb, 
retailing for 30c each, packed in sets of four in an 
attractive display carton. Prices subject to standard 
trade discounts, F.0.B. Chicago. Also made in size 
to fit 100 watt lamps, 40c each— three to a carton. 
Prices on special sizes to fit lamps up to 500 watts 
on request. 


THIS DISPLAY IS 
“SELF SELLING" 


Put it on your counter—sales 
are made “ON SIGHT.” It 
shows the amazing contrast 
between ordinary glaring 
light and the soothing glow 
secured with the Reco Bay. 
lite Hood. Furnished at cost 
—85c, including cord, plug 
and 2 sockets. 


Order GENUINE 
Reco Daylight Hoods 
from your Jobber or 
direct from 


REZRLERS 
ELECTRIC COMPANY 


Manufacturers and originators of 
Reco Daylite Hoods, Flashers, Motors, ete 


2627 WEST CONGRESS ST. CHICAGO, ILL. 











Speaking of January 
Electrical Merchandising.. | 


In a bulletin sent to its representatives the sales man- 
ager of a leading appliance manufacturer wrote 
“This publication (Electrical Merchandising) is un- 
questionably the best trade paper in the electrical field 


and should be subscribed for by every representative 





and carefully read each month. The January issue is 
unusually valuable and because of the statistical infor- 
mation furnished regarding the entire industry over 
the past ten years should be retained throughout the 


year and referred to by every one of us.” 
>» » » » 
Interesting and helpful to its readers Electrical Mer- 


chandising is a sales-increasing advertising medium. 
We'll gladly give you all the facts at any time. 


ELECTRICAL MERCHANDISING 
330 West 42nd Street, New York, N. Y. 
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IT’S NEW! The Kitchen Modernizing Bureat 
ACTION 


The Edison Electric Institute and 
NEMA sponsor a national activity 


to electrify the country’s kitchens 


EORGE E. Whitwell, Na- 
tional Chairman, of the Kit- 


chen Modernizing Bureau, has 
announced that active operation of the 

Bureau is effective with the distribu- 

tion of 20,000 copies of the Bureau 

Plan Book which is just off the press. 
Mr. Whitwell, in outlining the 

high points of the Bureau aims and 

operation, says: “Public interest in 
kitchen modernizing by electrifying 
has become so broad-spread that no 
cooperative promotional activity on 
the part of the whole electrical indus- 
try could possibly be more timely than 
the National Kitchen Modernizing 

Bureau. 

“There are at least five great as- 
sets or advantages represented by the 
Kitchen Modernizing Program: 

1. A program centered about home 

betterment with practical public 

benefits in home comfort, labor- 
saving and bettered health. 

2. An opportunity for practical co- 
operation within the electrical in- 
dustry over a greater, broader 
field than in any previous cooper- 
ative undertaking. 

3. Profit and new employment for 
manufacturers, distributors, re- 
tailers and contractors. 

. New load for utility companies. 

. Definite new business benefit to 
other than the electrical industry. 
This includes many lines of busi- 
ness—floor coverings, paint, hard- 
ware, plumbing, kitchen furnish- 
ings and utensils, finance com- 


SF ee 


panies, architects, building con- ° 


tractors and many others. 

“The aim of the National Kitchen 
Modernizing Bureau may be very sim- 
ply expressed. It is Kitchen Modern- 
izing by Electrifying. 1 may further 
explain this aim by saying that the 
effort of the Bureau, through its lo- 
cal and national action, is first to es- 
tablish a new and higher standard for 
American kitchens in public conscious- 
ness and desire, and then to endeavor 
to fulfill that desire by making it as 
easy and practical as possible for any 
family to modernize its kitchen by 
electrifying.” 

“We know there are thousands of 
families which can well afford im- 
mediate and complete renovation of 
their present antiquated kitchens in a 
practical and not too expensive way 
which will bring to these better-than- 
average-income families the comfort, 
convenience, health and labor-saving 
which is only obtainable through elec- 
trically modernized kitchens.” 

“In other cases, our aim is to estab- 
lish the ideal—to develop a desire for 
a modernized kitchen—to aid the home- 
maker in visualizing her outmoded kit- 
chen of today as it will appear tomor- 
row when modernized by electrifying 
—and to make easy the step-by-step 


purchase of the various required items 
of electrical equipment. We believe 
that such planned action will provide 
a thoroughly practical and advanta 
geous investment of the family fin- 
ances.” 

“Obviously, kitchen modernizing 
by electrifying is a new national sales 
approach—which has many times the 
sales appeal that may be embodied 
in any one item of electric kitchen 
equipment. Once the new higher 
standard for kitchens is generally es- 
tablished, greatly increased sales and 
use of electric kitchen equipment must 
automatically follow.” 

“The National Kitchen Modern- 
izing Bureau is sponsored by Edison 
Electric Institute and National Elec- 
trical Manufacturers Association. Na- 
tional Bureau Headquarters with a 
manager, field staff and clerical force 
is now functioning and has its offices 
within Edison Electric Institute.” 

“The Bureau is fortunate in hav- 
ing obtained the acceptance of men of 
exceptional experience and ability for 
the important posts of Regional Di- 
rectors.” 


The Regional Directors are as follows: 
A. W. Ashmead 


Tennesse Electric Power Company 
Chattanooga, Tennessee. 
(Tennessee, Alabama) 


W. C. Bell 

New England Power Association 
Boston, Massachusetts. 

(Maine, New Hampshire, Vermont, 
Rhode Island, Eastern Massachusetts) 


A. A. Brown 

Oklahoma Gas and Electric Company 
Oklahoma City, Oklahoma. 
(Louisiana, Mississippi, Oklahoma, 
Texas, Arkansas) 


G. B. Buck 

Public Service Company of Colorado 
Denver, Colorado. 

(Wyoming, Colorado, New Mexico) 


C. A. Collier 

Georgia Power Company 
Atlanta, Georgia. 

(Georgia, North Carolina, South 
Carolina, Virginia) 


H. H. Davis 

Consumers Power Company 
Jackson, Michigan. 

(Michigan) 

R. E. Fisher 

Pacific Gas and Electric Company 
San Francisco, California. 
(California, Nevada, Arizona) 


R. J. Fite, Jr. 

Florida Power and Light Company 
Miami, Florida. 

(Florida) 


R. C. Geppert 

Nebraska Power Company 

Omaha, Nebraska. 

(Kansas, Iowa, Nebraska, Missouri) 


C. P. Golding 


Springfield, Massachusetts. 
(Western Massachusetts, Connecticut) 
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sby Engineering and Management 
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igo, Illinois. 

consin, Illinois, Indiana) 


s A. Lewis 

Washington Water Power Company 
ane, Washington. 

stern Washington, Idaho, 
h, Montana) 


. MeMicken 
portland General Electric Company 
Portland, Oregon. 


egon, Western Washington) 


G. ]. Reichert 

Butfalo, Niagara and Eastern Power 
orporation 

Buffalo, New York. 

New York State) 


H. M. Sawyer 

American Gas and Electric Company 

New York, New York. 

Ohio, Kentucky) 

H. P. J. Steinmetz 

Public Service Electric and Gas 
Company 

Newark, New Jersey. 

New Jersey, Delaware) 

D. E. Stultz 

Potomac Edison Company 

Hagerstown, Maryland. 

(Pennsylvania, West Virginia, Mary- 

land, Washington, D. C.) 


H. E. Young 

Northern States Power Company 
Minneapolis, Minnesota. 
(Minnesota, North Dakota, South 
Dakota) 


The national organization is com- 
plete and is now engaged through its 
field representatives in establishing lo- 
cal organization and operation. It is 
expected that local Electric Kitchen 
Bureaus, or other local means of car- 
rying on the Bureau objectives, will 
develop very rapidly all over the coun- 
try. 

Wherever a local Bureau is form- 
ed, it may serve a community, several 
communities or even a_ considerable 
area. Membership, at local option, may 
be limited to the electrical fraternity 
or it may include a wide range of 
other industries. Instead of local Bu- 
reau as a separate entity, the functions 
may become a part of those of some 
already established electric league or 
other local organization. In some in- 
stances, no formal organization may 
be required. 

| think we may confidentially 
expect,” says Mr. Whitwell, “that 
iring 1936 millions of homemakers 

ll become aware of the inadequacy 
f their present kitchens and that de- 
e will grow for kitchens modernized 

the installation of electrical equip- 
ment. This will be acomplished by 

ertising and publicity carried on by 
cal groups through newspapers and 
‘ther promotional methods. I expect 
hat in very many communities model 
tric kitchens will be set up and will 
well attended by the public. I an- 
pate extensive kitchen planning to 
ulate interest among homemakers 
isualizing kitchen modernization.” 

Finally, I believe the Kitchen 

lernizing Movement, through the 

dness of its scope and because of 
xceptional timeliness, must engage 
eager attention of the entire elec- 

il industry and of other industries, 

ring about unprecedented coopera- 

endeavor of far-reaching effect. 


o 


s 


Che nation is ready for this for- 
d step. If we in the electrical in- 
try but have the vision and faith 
0 our part, great progress will be 
e toward our business recovery.” 
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* She Jan that Has Everything * 


Stybed for 1936 + * Sells om Sight 


Streamlined for low sales resistance —the NEW Century ZEPHAIR Fan Line is 
the standout for 1936! * * * Backed by a strong sales plan—it’s the flying 
wedge to easier sales and greater profits! * * * Cash in on it! * * *Call 


your Distributor —he’s anxious and able to show you how. Ask for Bulletin 46. 


CENTURY ELECTRIC COMPANY e 1806 Pine Street, St. Louis, Mo. 
Offices and Stock Points in Principal Cities 





The ‘‘Famous Four’’ Features that Insure Genuine Fan Comfort: 


1 A Large Volume and Velocity 2 “Quiet as the Night” 
of Air ® ®& The entire area of the %® *& Theair path across the 
NEW aerodip blades is effec- revolving blades resembles 
tive — more air is dipped up at a continuous spiral—de- 
each blade revolution—high blade creases air resistance —re- 
speed insures high air velocity. duces air noise to a whisper. 


3 Full 90° Oscil- 
lating Swing ® *® 
Results in a uni- 
formly even air dis- 
tribution over a 
wide area. 


4 Slow Oscillation 
® ® Only 4 complete 
oscillations per minute 

creates a long air 
column, effective far- 
ther away from the fan. 
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NEMA Organizes 


SILVER ANNIVERSARY. _.doviance Sates 
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TODAY'S FINEST 
Vacuum Cleaners 





















os . of the electrical devices included 4 
The Name the activity. 


The tremendous interest which h:s 
been aroused among the NEM \ 
members to the possibilities for pr 
moting the market for their products 


has indicated the necessity for some 


e has stood as a mark of Quality among new type of organization within 
, NEMA which will facilitate coordi- 

all Vacuum Cleaners for 25 years EMA which will facilitate coor 

/ nation of various activities and pe 

All these years the Cadillac has made and kept loyal friends on its own merit = ry agg some —— — ol 
and dependability as proven by the test of daily use. Many of even the early tained. Mr. Swartzbaugh outlined a 
Cadillacs as old as 20 years are still in use. And today Cadillac still leads in plan which had been developed by a 
improvement with these Sub-Committee of the NEMA Busi- 


4 NEW M ODELS 4A ll Wi ith Floor Light ness Development Committee which 


it was felt met all of these require- 

ments. This plan consists of setting 
AND PURPOSE up a number of Bureaus each of 
which will deal with a certain mar- 
ket. At the outset six such Bureaus 
have been decided upon—Residential, 
Commercial, Industrial, Utility, Farm 




















: ‘ Gove “ntal. 
Suction and yovernmenta . 
Ss aes s } 
Clean Programs lesigned to promote some 
phase of the Residential market will 
e be operated under the supervision of a 
Standard Residential Bureau Committee. This 
Electric Committee will be made up of repre- 
Light on representatives of the Operating Com- 
9 P a oo g 
all models mittees guiding individual programs. 
* 


Companies manufacturing products 
utilized in the Residential field would 
be invited to participate in those pro- 
grams from which they would expect 
to obtain business. The Residential 
market would be broken down into 


Exact ad- 
justment to 
EVERY rug 
depth or 
degree of 


four major divisions 
betetead Kitchen 
° Living Quarters 

Three- House Grounds 

Position Basement 
Handle Programs under the Industrial Bu- 

with reau would be divided into two main 
Automatic 


divisions : 

Those which improve working 
conditions and 

Those which improve produc- 
tion methods and output. 


THE NEWEST: These, in turn, will be broken 
down into individual programs which 
MODEL would be supported by those compa- 


locking and 
tilting device 


sreres CADILLAC 



















10 6 nies whose products fit into the pic- 

IN NATIONAL VACUUM CLEANERS STRAIGHT ture, ner B copy 
SUCTION 1e other Bureaus would be sub- 

MAGAZINES TODAY'S ™t every requirement in TYPE— divided in a similar manner and the 


@ Pictorial Review 
@ Better Homes 
and Gardens 


operations of all would be linked to- 
gether through a Bureau Coordinat- 
ing Committee. 


M re) D E L S price and performance. Each, $32.50 


at its price, gives more of 
safe and thorough-cleaning efficiency, more serv- 
ice and actual value, than cleaners usually priced 


Certain general programs, such as 
@ American Home much higher. Adequate Wiring and Better Light- 
@ Woman's World Better Sight, which are of interest to 
Every Cadillac at whatever price has Electric Floor actic , slectric factiur. 
, ; a é é ectric manutactu! 

2 Parents Magazine Light, placed to throw light directly in front of nozzle, practically all el tr al manu 


A : without shadows — in conformity with the National 

@ Child Life Better Light — Better Sight Campaign All have spe- 

cially-buile motors, made in Cadillac’s own plant, 

and large 8-blade fan (instead of usual 6-blade) for 

Breater suction power. Nozzles adjust exactly to fit 

and o R E = every rug thickness — rubber bumper all around. Pat- 
SA Ss 


L E ented easy connection for attachments — Automatic tilt- 


ing and handle-locking device. With Cadillac you sell 


ers, would be tied in with all of the 
Bureaus and the individual programs. 
Such programs will be under the gen- 
eral supervision of the NEMA Busi- 
ness Development Committee, insofar 
as the electrical manufacturers’ inte 

ests are concerned. All present serv- 
ices of NEMA wil be capitalized ' 








convenience of use as well as efficiency. 





, venaue ; . WY , ; ; > f carrying out of this 

SILVER ANNIVERSARY SOLD ONLY BY DEALERS er oe 2 oe 
WINDOW AND FLOOR new method of approach to the a 

~ ~ a ee 9 Cadillac cleaners are sold only through established deal- important job ot increasing busine S. 
DISI Lay MAT ERIAL ers and jobbers — never direct-to-user by canvassers, Serving the Public Interest 

IN SILVER-AND-BLUEI ( : house-to-house, or high pressure methods. For detailed, “Wire a & as . 

ter cards Posters—Silver ( oe sure-fire sales plan and real profit discount to dealers. ‘ Mr. ow artzbaugh emphasized c 

lars with Your Seore Neme — end fact that in all of their thinking te 


GIANT COPIES of Magazine Ads. 


Ask Your Jobber — or Write Today to Committees responsible for the va '- 


ous phases of the NEMA Busins 


les haa 1911 Development Operations have ket 
~— [ F M F N T S M F G. ct ©. the public interest in mind in the re |- 
CHICAGO, ILL. izati 


ization that only by serivng the pi 


6666 SOUTH NARRAGANSETT AVENUE lic interest can the industry progre s. 


7 
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For Quicker Sales .. . 
Profits . . . insist on 


these popularly priced 


proven money-makers 


VEAUTS 


FLASHLIGHTS and BATTERIES 


Modern . . . dependable . . . mechanic- 
ally perfect—there’s a USALITE Filash- 
light designed for every purpose—a dis- 
tinct model to satisfy every need—all 
popularly priced with USALITE high 
quality Sacterice—pecked in colorful, at- 
tention compelling merchandising dis- 
plays to stimulate your sales and increase 
your profits. 


Add the flash 
and profits of 
these fast-sell- 
ing popularly 
riced flash- 
ights and bat- 
teries to your 
merchandising 
set-up to-day! 

















BIG EYE 


APPEAL USALITE 


extra-duty 

LOK-TOP 
batteries 

retail at 10¢ 


ASK YOUR JOBBER ABOUT 
THEM OR WRITE US TO-DAY 
Manufacturers of the famous USALITE 
MICKEY MOUSE Flashlights and 
batteries. 

UNITED STATES ELECTRIC 
MFG. CORP., 

222-228 West 14th St, N. Y. 





























NOTICE 


TO THE TRADE 


SAMSON - UNITED COR- 
PORATION of Rochester, 
N. Y. is prepared to de- 
fend its claims in connec- 
tion with the following 
patents covering Waffle 
Irons, Sandwich Toasters, 
Flatirons, Bread Toasters, 
Heating Pads, Table Stoves 
and Heating Units: 


1,637,391 
82,226 
84,599 
84,758 
84,759 
91,180 

1,838,003 

1,975,329 


This is a notice to the 
trade so that manufactur- 
ers, wholesalers and re- 
tailers may cease and de- 


said patents and possibly 
avoid action against them. 


4 
| sist in the infringement of 


<LECTRICAL MERCHANDISING — MARCH, 1936 








| merchandise 














On the RECORD 





| Federal Power Commission, William 


McClellan, President of the Potomac 
Electric Power Company, and J. F. 
Myers, Manager of the local West- 
inghouse Supply Company and Presi- 
dent of the Electrical Institute, were 
the other speakers on the program. 

The occasion for the meeting was 
the approaching second anniversary of 
the Institute’s organization as a co- 
operative agency for market promo- 
tion. Records of appliance sales in the 
territory during this period have in- 
dicated that at least in Washington, 
sales can continue to 
mount without the direct merchandis- 
ing of the Power Company. 


Prizes of electrical equipment were 
offered by the Barrett-Hicks Com- 
pany of Fresno, Calif., for the old- 
est electric lamp bulbs to be turned 
in by their customers. Three prizes 
rewarded the owners of the three old- 
est bulbs, as determined by a repre- 
sentative of the General Electric 
Company, while a special I.E.S. stu- 
dent table lamp was given to the pos- 
sessor of the most inefficient lamp 
bulb. Of course, those bringing in old 
lamps were instructed in the economy 
of modern lights and were sold new 
bulbs or even, where opportunity de- 
veloped, Better Light reading lamps. 


With the January issue, the Elec- 
tric Ranger, monthly publication 
sponsored by the Los Angeles Bureau 
of Power and Light in the interest of 
selling electric ranges, went out of ex- 
istence. A larger and more elaborate 
“Los Angeles Electric News’ takes 
its place, however. The new paper is 
addressed to builders, architects and 
apartment house managers, as well as 
members of the electrical industry and 
will chronicle events and progress in 
the use of electric equipment in Los 
Angeles. 


A new apartment house, twenty 
stories high will have 103 complete 
electric kitchens, according to a recent 
advertisement of the New York Ed- 
ison Company. Four-unit ranges, 
electric refrigerators and ventilating 
fans are included in the equipment of 
New York’s first electrified apart- 
ment house. 


The retail value of domestic elec- 
tric appliances sold in the Portland 
territory in 1935, including every- 
thing from incandescent lamps to 
ranges, amounted to $5,000,000 ac- 
cording to A. C. McMicken, General 
Sales Manager, Portland General 
Electric Company, recapitulating 
the year’s activities at the annual 
meeting of the Portland Electric 
Club in January. This represented a 
substantial increase over the preceding 
year. Out of this total, Portland Gen- 
eral Electric Company sales amounted 
to a little less than $600,000, or 11 
per cent of the gross volume. 

These figures were presented by 
Mr. McMicken as the best estimates 





CONTINUED FROM PAGE 44 





that could be made, and they were 
cited in connection with a summary 
of cooperative activities carried on by 
the Portland General Electric Com- 
pany and Northwestern Electric Com- 
pany on behalf of appliance sales gen- 
erally. Major items of promotion ex- 
pense were stated to be $48,000 of ap- 
pliance advertising by Portland Gen- 
eral Electric Company and $32,000 
by Northwestern Electric Company, 
totalling $80,000, and $100,000 div- 
ided between the two companies in 
free electric range wiring. Of Port- 
land General Electric Company’s ad- 
vertising expenditure, $32,000 was de- 
voted to general advertising for the 
benefit of retail outlets other than the 
company, and all of Northwestern 
Electric Company’s advertising was of 
a similar character since that com- 
pany sells no appliances. 

Free range wiring jobs totalled 
3,514, of which about 2,700 were to 
connect new ranges, the other 800 
jobs being for old ranges removed 
from service during the process of 
changing residences and not having 


the ranges connected in the rented | 


premises. Sales of the new ranges by 


dealers other than the utility company | 


amounted to 68 per cent of the total. 

Much of the advertising of both 
companies was devoted to refrigera- 
tion, and Mr. McMicken estimated 





that approximately 9,000 electric re- | 


frigerators, having total retail value 
of $1,608,000, were sold on the lines 
of the two companies during the year. 
Of this business the dealers other than 
the utility did more than 90 per cent. 

A considerable volume of advertis- 
ing on the Better Light-Better Sight 
movement featuring I.E.S. lamps pro- 
duced the largest volume in this class 
of merchandise yet recorded. Mr. 
McMicken estimated between 8,000 
and 9,000 study and floor type I.E.S. 
lamps were sold in the territory served 
by the two companies and that these 
lamps had a retail value of not less 
than $90,000. He also pointed to sev- 
eral successful cooperative activities in 
other lamp socket devices, notably cof- 
fee makers, table roasters, cooker pots, 
and washing machines in which the 
other dealer outlets did most of the 
business. 

He prophesied an even better year 
for 1936 and pointed particularly to 
the market for the two-unit, storage 
type, automatic electric water heater, 
which at present is used by only 2 per 
cent of the domestic customers on the 
lines of the two companies. 


A combination over on an entirely 
new kitchen—electric range, electric 
refrigerator and fresh linoleum was 
recently made by the Crescent of 
Spokane, Wash. FHA terms came 
to $8.17 monthly for all. 


William H. Horton, Sales Pro- 
motion Manager, West Penn Power 
Company, Pittsburgh, died February 
9, 1936, after a brief illness. 

After a year as Assistant to the 
Vice President of West Penn Power 


(Please turn to page 82) 
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Electrical Testing Laboratories 
80th Street & East End Avenue 


New York 
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YP and down the Mahoning 
Valley of Ohio the steel mills 
J are 


blast furnaces are 
smoke into the 


tinting the sky again, and 
throwing soot and 
alr. The tin mills are 
busy making beer cans. 


Selling washing machines in that 
territory 1s swell, because clothes get 
dirty faster. But—there’s also the 


problem of hanging clean clothes out 
in the back yard to dry, 
out a few hours later to find soot and 
imbedded in 
washed sheets, shirts and un 


and coming 


fine particles of dust 
freshly 
mentionables. 

Take the case of Youngstown, 
The town’s just 
sooted for it. In particular, take the 
Wilkins-Leonard Hard 
ware Company, one of the oldest and 
machine 


Ohio, tor instance. 
case oft the 
largest washing stores in 
eastern Ohio. 

“Why not sell 
Charles F. Wilkins 


eral manager, and 


laundry driers?” 
president, gen 
veteran washing 
asked. “Why not 


d?y clothes indoors? Why put them 
out in the open where they'll get dirty 


Mat hine salesn an 


>)? 


before they're dry 

Now laundry driers are wonderful 
as young Donald Wil 
kins, in charge of appliance sales, will 
tell you. “I don’t know why manu 
facturers and merchants don’t push 
them,”’ he said. ‘““There’s al! kinds 
of evidence on their side, and a neat 


th ngs to sell 


proht, besides. 
“When vou do 


washing and hang the 


an ordinary family 
lothes up to 
dry it’s a two-way job before you get 
the ironing done. ‘That's time wast 
ed 

“Wash da n the 
makes a 


clothes | nes str 


winter time 
house, with 


ng all overt the base 


mess of the 


ment and the windows steamed 


Ip 
something herce In the summer time 
you have to ir? i he vy i isket ot 
laundr ip the cellar stairs and no 
tell ng when vo | break our neck 

“There's dirt and filth in the air. 
» inlight ma be rood Tor lothes hi t 
in Yo ngstown e have ood sun 
light only about two months a yea 
Whether it’s rainin snowing, o1 
foggy is of little concern on wash day 
if vou own a laundry drier. You don’t 
have to depend on the weather. 

“Then, too, with a drier you are 


bother of 


saved the 


clothes again after 


dampening 
you've dried ‘en 
and before you can iron ‘em, as they 
come trom the drier ready tor the 


ironerl You 


don't have to steam up 


| aniies == 





A Natural 
to this Dealer 


Towels and even unmentionables come from the laundry drier clean, and not sooty, as A. J. Sweeney in charge 
of washing machine sales at Wilkins-Leonard Hardware Company, Youngstown, O. shows two prospects. 


the house in winter or hang clothes 
lines in places to catch neck 
when you fill the furnace. All you 
do is put the clothes in the spinner, 
let ‘em whirl for 10 minutes or so, 
ve eliminated al that fuss and 
bother. ] know 


your 


and you 
one woman who is 
out of the basement by 11 o'clock on 
\londay washing not 
only completely done, but ironed. She 
| She has a 
drier, and an 


morning, her 


as the proper equipment. 
washer, a_ laundry 
ironer.” 

When the Wilkins refer to cloth- 
ng driers they don’t mean the variety 
attached to washing machines which 
spin 600 times a minute. “They mean 
the kind which whirl the basket up to 
minute (1900 
Extractor and Drier). The 
store handles both varieties, but for 
all around purposes they recommend 
the larger model. 

“Dad's always had the itch to put 
electric appliances,” Don Wil- 
kins will tell you. ‘“‘He dotes on it. 
He s made it his hobby. ‘I hese 


1,700 revolutions per 
Laundry 


over 


laun- 


Wilkins-Leonard Hardware Company Sell a 


carload of washers a month in Youngstown, 


O ... But it’s a sooty place and the high-speed 


extractor is also coming into its own, they say 
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dry driers, for instance—few mer- 
chants ever babied driers, yet dad 
has been responsible for forcing out 
several hundred in Youngstown. 
Most merchants would let drying 
machines go, but dad just had the 
urge, I guess.” 

The urge? The elder Mr. Wil- 
kins has been selling washing ma- 
chines for 47 years, going back 
through the stages of water and hand 
power! He’s been a dealer for one 
line of washers (Blackstone) all that 
time—even 10 years before the Leon- 
ard-Wilkins Hardware Company was 
founded. 

It was Charles F. Wilkins who is 
said to have coined the now famous 
“Class in Wife Saving’’ to sell elec- 
tric appliances. That slogan has been 
widely used since the store originally 
announced it. Youngstown - still 
chuckles as it remembers other signs 
and slogans which called attention 
to the appliance department at the 
store, slogans like “Make One Wife 
Last as Long as Three.’ There's a 
story behind this continuous effort to 
aid the housewife. 

Mr. Wilkins long ago decided the 
housewife’s burden was a bit too 
heavy. “A woman’s job is never 
ended,” he'd tell us, Don Wilkins 
said. ‘With appliances a wife has 
leisure time, and isn’t all played out. 
Compare a woman with three or four 
children who has a washing machine, 
with a woman who hasn’t. Part of 
her life’s savings, you can almost bet, 
have gone into home appliances. Dad 
has always wanted to make the Home 

he says it in capitals—more attrac- 
tive. Maybe he’s had the urge more 


than most merchants. That's why he 
made appliances his hobby—and re- 
member, please, we're a hardware 
store, not a specialty shop.” 

Making a rough estimate, Don says 
the store has probably sold more than 
10,000 washing machines since it was 
started. Right now it sells about a 
carload a month. 

If you go into Youngstown today, 
you'll see signs on display washers in 
the entrance to the store inviting you 
to visit ‘““Washertown” on the third 
floor. ‘‘Washertown” has been per- 
sonalized for Youngstown. And on 
the main floor, between shelves of 
paint and hardware items, the most 
prominent display is usually given to 
a laundry drier. 

Grouped together on the appliance 
floor you'll find many makes and 
styles of washing machines (Conlon, 
Speed Queen, Blackstone, Thor, and 
1900); refrigerators (Grunow and 
Westinghouse); ranges (Estate) ; 
and sweepers (Hamilton-Beach) in 
addition to a radio department. 

The store has two fixed policies: 
No washing machines out on trial; 
and no outside salesmen. 

Its entire trade comes from floor 
trafic, developed through a confidence 
on the part of the public built up 
over 35 years; through newspaper ad- 
vertisements, and window displays. 
The 14 appliance salesmen have ut- 
ter confidence in the gods they sell, 
and have communicated that confi- 
dence to their customers. 

The “no washers on trial” policy 
is maintained in the face of stiff com- 
petition from other local merchants 

(Please turn to page 79) 
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of F you're still wondering what line you can go 

ast to town with this year—just talk to a Stewart- 

to Warner dealer! We've never seen a line click so 

- fast—or set such a pace in sales. Sales in January 

nd were 155% larger than in January, 1935—and 

mn, February figures are more than double those of the 

nd year before! Old dealers are cheering—and new 

nd ones climbing onto the band-wagon! Housewives 

4. come—look—and surrender that down payment 
without an argument! 

"Ss: 

il; Now we're following up one big punch with an- 
other! We already had the handsomest line you'll 

Or see this season. We had eye appeal. We had SAV- 

ie A-STEP—the exclusive feature that increases get- 

“d. at-able space 30%—plus SLID-A-TRAY, and the 

VS. new illuminated freezing control, and a long list 

it- i of other outstanding conveniences. We had the 

Hl, 

fi- 

bove is De Luxe Model 766, showing how SAV-A-STEP holds 

icy ost-used foods where they're easiest to reach—and swings out 

“a ) turn back space to “‘front’’ space. 
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Now WE ADD AmGthec Punch 


TO THE HIT LINE OF ’ 


INFORM 
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STEWART-WARNER 
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aTrioN now 
a cORPORAT 10 


New Optional Protection Plan 
Does Not Penalize Attractive List Price Set-up — 


Provides Adequate Dealer Compensation 


quiet, current-saving Slo-Cycle unit that cuts service 
losses. And now we make the whole thing bomb-proof 
with a Protection Plan that’s superior because it's 
optional—because it doesn’t change list prices--and 


compensates the dealer fairly. 








DON’T MISS THE BOAT on the line that offers you 
the most for 1936. Phone or wire your distributor 
without obligation for all the facts on the line, and 


on this new and better protection plan. 


STEWART-WARNER CORPORATION 
Chicago, IIL. 
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Offers You NEW MODELS and 


More Opportumty Than Ever Before For 


GREATER PROFITS! 


Only FAULTLESS has the Exclusive 
Holland Ironer Attachment . .. Sit down 
for your ironing... No lifting of ironer! 





















FAULTLESS WASHER 
Model LA 
SWEET SIXTEEN 





The Senorita 


with Airline wringer 


All porcelain drainboards 
Porcelain corrugated tub 
Porcelain tub lid 


Polished submerged 
agitator 








Decorated chromium 
bands 


You can make more money on the FAULTLESS line. The 
variety of models at prices to suit everyone makes the selling 


FAULTLESS WASHER 


with Lovell Wringer 


FAULTLESS WASHER 


with Briggs & Stratton Gasoline Engine 


HOLLAND-RIEGER, INC. **%2i3"" 
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of these washers easy... and every sale is profitable. Write 


today for complete information about your low cost prices. 
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trification program goes through 

there will be an immediate mar- 
ket for 40,000 washing machines, re- 
frigerators, vacuum sweepers, electric 
fencing units, milking machines, 
water systems and the whole shooting 
match of electrical appliances, BUT— 

M. J. Fitzgerald, head of the M. 
J. Fitzgerald Company, Madison, 
Wis., does not hold out the glossy 
hopes for the REA that politicians 
do. In theory he’s all for the pro- 
gram, as any up-to-scratch appliance 
man is, but on analysis of the plan — 
a sane analysis—well, that’s a differ- 
ent thing. 

Mr. Fitzgerald is in a unique posi- 
tion to know what he’s talking about. 
His company is perhaps the largest 
service agency on farm light and 
power plants in the country. The 
end of 1935 found his company han- 
dling servicing on more than 3,000 
such plants throughout the United 
States and Canada, with six traveling 
representatives contacting the farm 
trade and a lively replacement parts 
plant in Madison backing up the field 
men. 

You might say Mr. Fitzgerald 
stands half-way between the specialty 
salesman and the power company, and 
can see along both sides of the ques- 
tion. He’s been contacting the farmer 
for 15 years and has conducted his 
own rural electrification program. 


Needs Little Power 


Contrary to general beliefs, the av- 
erage farmer today does not need an 
exorbitant amount of electric power 
to satisfy his average requirements, he 
says. The rural electrification pro- 
gram will be a pipe dream for many 
years to come, he believes. 

“There are very few instances 
where farmers use a very large amount 
of electricity for light and power,” 
he said. “Probably the chief reason 
for this lack of heavy power is the 
necessity of utility companies making 
a demand charge for keeping the nec- 
essary load available for use on the 
tarm. A farmer's use of a heavy load 
is extremely infrequent and irregular. 

“For the past 10 or 15 years there 
have been many fantastic theories rel- 
ative to furnishing electricity to farm- 
ers for all purposes from curing their 
hay with electricity to using an elec- 
tric safety razor. These theories in 
the most part have been advocated 
for the purpose of showing what a 
large market there would be for elec- 
trical appliances in the farm trade. 
In my humble opinion, practically all 
of the estimates have been extremely 
exaggerated. 

“Ll have in mind a magazine article 
I recently read which described the 
results of the famous Red Wing, 
Minn., experimental high-line proj- 
ect. It seems that the average sale 


| and when the federal rural elec- 


Siant on Rural Electrification 


of electrical appliances to these farm- 
ers was well over $1,250 to each farm 
on the experimental line. Naturally, 
I do not know anything about the 
authenticity of these figures, but I do 
know that I have been in the farm 
light plant business a great many 
years and I have seen many farm 
homes serviced with reasonably low 
cost electricity and I have never en- 
countered any kind of farms that 
were using anywhere near the num- 
ber of appliances that would be rep- 
resented by this amount of investment. 

“There is a general belief that the 
average farmer would have consid- 
erable use for a five horsepower motor 
on his farm for filling silos, shredding 
corn, threshing or grinding feed. Yet 
the total number of hours the aver- 
age farmer would use such a motor 
for such purposes would probably not 
amount to more than 100 to 125 
hours a year. 

“Regardless of how the electricity 
was furnished to the farmers—either 
by utility companies or farm power 
plants or windmills—it would be nec- 
essary to furnish a supply sufficient to 
provide this power all year around 
because it could not be determined 
ahead of time when the consumer 
would want to use that power. 
That's the reason a public utility com- 
pany has to have a demand charge. 
In some cases this demand charge is 
about a dollar per horsepower per 
month. For a five horsepower motor 
the charge, thus, would run $60 a 
year oyer and above the price of the 
amount of power actually used. 

“It has been my experience that 
any farmer who is progressive enough 
to thresh and grind his own feed has 
a tractor of sufficient size to econom- 
ically and conveniently do this heavy 
work. In addition to the other trac- 
tors the cost of the five horsepower 
motor must be taken into considera- 
tion—an important factor when it is 
considered that the motor is used for 
such a small amount of time for any 
one year. This, therefore, disposes 
of the theory that the average farmer 
has a need for a large amount of elec- 
tric power to do the work on the 
farm. 

“The matter of cureing the hay 
with electricity can be disposed of at 
the same time as the theory that a 
farm boy would use electricity . to 
catch his fishing worms.” 


Cookery Debatable 


The matter of using electricity on 
the farm for cooking is debatable, 
Mr. Fitzgerald believes. It has been 
reported that less than three per cent 
of farm homes enjoying electric serv- 
ice from public utility companies use 
electricity for cooking the year round. 

Eliminating these items from the 
ordinary practical uses of electricity 
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M. J. Fitzgerald of Madison, Wis- 


consin, has been selling and ser- 


vicing farm lighting plants for 15 


years....He thinks the govern- 


ment's estimates of the farmers’ 


potential appliance buying is most- 


ly a pipe dream 


By Robert G. Silbar 


on the farm, there remains the more 
common uses for the average farm 
home such as operation of radios, 
washing machines, electric ironers, 
vacuum sweepers, curling irons, milk- 
ing machines, cream separators, grind 
stones, fanning mills, automatic water 
pressure systems, and the newest farm 
electric appliance—the electric fencing 
unit. 

All of these appliances can be eco- 
nomically operated from current sup- 
plied by home owned farm lighting 
plants, Mr. Fitzgerald believes. This 
is especially so, he said, where the 
average capacity of electricity used 
runs from 800 to 1,200 watts of 32 
volt current. He does not believe 
the expense of high-line electricity to 
the farmer would be economically 
justified. 

“There is seldom an increase in the 
use of additional appliances when the 
farmer who has used an individual 
farm light plant changes to the use 
of electric current from the public 
utility,” he said. “Quite frequently 
we are informed that the cost of his 
current from the public utility com- 
pany over a period of years is not less 
than the cost of operating a home 
farm light plant, including deprecia- 
tion. 

“There is, however, the human ele- 
ment to take into consideration in the 
comparison between the popularity of 
privately owned and operated light 
plants and the use of current from 
the public utility “high-line.” The 
matter of inconvenience is the chiet 
objection to the use of farm light 
plants today as it is generally more 
convenient to pay the monthly bills 
to the public utiilty company than it 
is to operate a private plant. 

“In all probability there will be 
about 20,000 farm light plants sold 
during the next 12 months and it is 


conservatively estimated that if some 
sane and simple method of financing 
these sales by the government could 
be developed, this number would be 
doubled. ‘This would mean, of course, 
an immediate market for every type 
of electric appliance. It is difficult 
to finance light plant sales because 
the local banks do not like to handle 
paper running for 12 months and the 
commercial finance companies object 
to the small payments and the small 
volume of business in a given terri- 
tory. 

The principal handicap that will be 
encountered in the amazing plan of 
the federal government to render elec- 
tric service to all the farmers of the 
United States is the extremely small 
percentage of farm homes that are 
located in thickly populated areas 
which would make it possible to ser- 
vice them with electric power. It has 
been estimated that less than 10 per 
cent of the farm homes in the United 
States are so situated that it would 
be feasible to serve them with power 
lines.” 

(Many~private utility companies 
consider it necessary to have at least 
three consumers to a mile of high-line 
in order to “break even” on the cost.) 

“In connection with the present 
electrification program, it is my 
opinion that aside from furnishing 
employment to a few  promotors 
and office employees, the program 
will not be very productive. For a 
great many years the educational in- 
stitutions have been trying to pro- 
mote the idea of cooperative organiza- 
tions among farmers with only slight 
success. It is quite questionable 
whether the present administration 
can accomplish in a few months what 
the agricultural educational institu- 
tions have not been able to do in the 
past 15 years. 
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Soldering Refrigerator Leaks 





By I. Arnold 

\lodern equipment is usually made 
if copper or galvanized metal, so that 
solder will take with ordinary flux. If 
the part is of cast iron the spot which 
s leaking (usually due to porosity) 
should be prepared by swabbing with 
hydrochloric acid killed with zinc un- 
til it reacts no further. 


Soldering small pin-holes keeps 
equipment in operation until new 
parts can be conveniently installed. 


Before attempting to apply heat make 
ertain that the tubing condenser re 
eiver flange or casting has been 


relieved of internal gas pressure. Fur- 
ther, see that the spot is warm before 
ipplying intense heat, especially if the 
part is a casting, otherwise it may 
rack. If it is a casting cover it with 
i cloth after soldering and allow it to 
ool slowly. 

It is important to make sure that 
the part has an outlet, or that the 
alve which allows gas to escape from 
the part is in proper order. This will 
ivoid the danger of explosions. If the 
part is not removed from the system 
the pressure gauge should be watched 
ind held at zero pounds pressure, then 
zas will not be escaping through the 
fissure to hinder the bonding or fusion 
1f solder to the metal part, nor will 
air be drawn into the system, pos- 
sibly sucking little globules of solder 
with it. A tiny little bit of solder is 
ill that is necessary to cause a leaky 
alve 

lf the hole is of appreciable size it 
s best to cut and file a copper plug 
to the proper fit and then solder this 
plug in place. This makes a stronger 
ob and prevents solder from dripping 
nto the pipe or part. This should be 
lone especially where the leak is found 
mm the cylinder or compressor head, 
lischarge valve or condenser, for at 
such places the temperatures encoun- 
tered weaken solder. 

Copper plugs can be inserted and 
peened in place without soldering at 
time, or bits of solder can be worked 
to proper shape and hammered in 
place. On ammonia systems copper 
annot be used for it will usually be 
eaten away in a short time. Use a 
piece of soft iron or solder. 

Should the leak be a flange or short 
length of tube replace it if possible, 
tor the time required for making a 
good soldered job is usually longer 
than for replacement of the part itself. 
Furthermore, such a job is permanent, 
while soldering and plugging is usu- 
illy simply a means of tiding over an 
emergency or temporary period. Some- 
times it is necessary to keep a system 
going for some time before it can be 
shut down to repair a leak. If the 
pin-hole be in pipe or tube it can be 
quickly plugged by cleaning the spot 
ind surrounding area with sandpaper 
or emery and then wrapping a piece of 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


clean, unperforated tinfoil around the 
spot, following up with a wrapping 
of rubber bands. Long strips can be 
secured from old inner tubes. Use 
only vulcanized rubber. Material such 
as electricians’ rubber or friction tape 
dissolves rather quickly in ethyl or 
methyl chloride. 


Appliance Repair Test Panel 


By B. N. Shearn 
The appliance repair test panel dia 
grammed is extremely simple and in- 
expensive, yet effective. 
With the master switch OFF the 
panel is completely dead. When the 


] Stripped socket 


-For morzala bu/b test 


3 watt 
| Neon 
| Migh resistance- [ 4 : ] 


switch is ON a %2-watt neon lamp 
acts as a master pilot. An old radio 
B-eliminator is a source of low-am- 
perage, high-voltage d.c. Another - 
watt neon lamp in series with this 
eliminator constitutes a high resistance 
continuity indicator. A separate switch 
controls this circuit The outlet mark- 
ed d.c. makes high voltage available 
for condenser charge and discharge 
tests. A 10-watt lamp in series with 
the line serves as a low-resistance con- 
tinuity tester. 

A pair of radio-type phonograph 
needle tip test prods and leads, plus 
a regular male plug makes the vari- 
ous tests instantly available. 

The d.c. switch should be in the 
ON position when d.c. is required or 
the high-resistance continuity tester is 
used. The eliminator is placed be- 
neath the workbench and out of the 
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way of all tools and other equipment. 

The short-test outlet and 60-watt 
indicator serve a very useful purpose. 
Different low-drain appliances and 
electrical devices draw different 
amounts of current. A little practice 
wil enable one to judge by the bril- 
liance of the 60-watt indicator wheth- 
er or not appliances are shorted. For 
higher drain appliances a proportion- 
ately higher wattage short indicator 
bulb is used. 


s 
Compressor Knocking 


By I. A. Yonkers 

Oil or slugs of liquid refrigerant 
sometimes cause a compressor to knock 
or hammer when the apparatus is 
started after a period of idleness. 
With units such as ice cream instal- 
lations, and short suction lines, this 
is a common occurrence. 

Knocking caused by oil or liquid 
slugs may be determined by observing 
that after a minute or two.of opera- 
tion the pounding ceases. A continued 
knocking of less intensity than an oil 
or liquid knock indicates, as a rule, 
improper discharge valve clearance. 

Compressors with suction and dis- 
charge shut off valves can be readily 
checked for noisy valves by first clos- 
ing the suction hand valve and, when 
all vapor is out of the compressor clos- 
ing the discharge line and operating 
for a short time. If knocking was due 
to an improperly set discharge valve 
the noise will cease soon after the suc- 
tion valve is closed. If it continues 
undiminished when the compressor is 
operating idle, that is, with suction 
and discharge valves closed, the knock- 
ing is probably due to worn bearings. 

The compressor should not be op- 
erated with the discharge closed for 
more than a few seconds unless a 
gauge is in the head to indicate the 
pressures, otherwise a cracked head, 
broken belt or blown fuse may result. 

If knocking is due to worn bearings 
examine the play in the piston, wrist 
pin connecting-rod and shaft. If noise 
is due entirely to these parts measure 
the valve clearance carefully so that it 
can be reassembled with the same 
clearance. Too much or too little 
clearance will cause knocking. 


eS 
Heater, Stove, Hotplate Repair 


By Boris 8. Naimark 
Where coiled heater elements of 
heaters, stoves and hotplates break 
and these are fitted within a porcelain 
groove it will be found almost in- 
variably that the break occurs at the 
terminals. The element is held in 
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DD THESE UP, AND THEN ADD ONE MORE: the addi- 
tional acceptance that General Electric motors will give your 
products. These five factors mean SALES AT A PROFIT! 


Your prospects know appliances by reputation, and associate 
high quality and good service with names well known in the appli- 
ance industry. In a similar manner they associate General Electric 
with the best electric equipment, for General Electric has been mak- 
ing fine motors for appliances as long as there has been an appliance 


industry. 


Hence it’s like adding 2 and 2—good appliances plus good elec- 
tric equipment and the recognized reputation of the appliance man- 
ufacturer plus the recognized reputation of General Electric. They 
make an unbeatable sales combination in any business. General 


Electric, Dept. 6-201, Schenectady, New York. 


070-114 
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place at these points by screw and nut 
assemblies. 

The recurrence of this trouble cay 
| be avoided by placing small, thin 
| pieces of metal under the head of the 
screw, touching the element wire, so 








that heat generated at this point will 
he radiated by the plate. Pieces of 
tin from cans, with a hole drilled 
through them for the screw, are satis. 
factory and should rest on the resis- 
tance wire for a quarter of an inch 
or so. 


= 
Locating Breaks in Cords 


By George P. Dey 

I have seen men spend weary, long 
minutes trying to locate a break in 
an appliance cord. Here is our rapid 
method : 

First the cable of cord is removed 
from the appliance or circuit. Wires 
are shorted in pairs to form open 
loops. The open ends are then at- 
tached to a high-voltage d.c. source, 
such as an old radio B-eliminator, 
and the current supplied to the pri- 
mary of this supply device rapidly 
turned on and off. If the eliminator 
is left on for long, instead of being 
cut on and off, it will be damaged. 

A beautiful red mushroom will 
bloom where the break is located, 
caused by the terrific arcing at this 
point. This effect will occur even 
through relatively heavy rubber in- 
sulation. 

Difiicult breaks in heating pads 
have also been found by this method, 
with a slight variation. On the three- 
heat type pads the elements are opened 
up where they tape in and each is 
checked with a continuity meter until 
the defective one is found. The ends 
of this element are then connected 
to the B-unit and again the primary 
current is cut on and off rapidly. 








IT’S MADE OF ALUMINUM 
is the selling sentence for 1936. When 
you tell your customers that an appli- 
ance or a part is made of Aluminum, 
you automatically recall these things 


that everybody knows about Alcoa 



















Aluminum: It is light. It is strong. It 
resists corrosion and is Friendly to 
Food. It cannot rust. [t is very effi- 
cient where transfer of heat is required, 

Read how Sears, Roebuck and Co. 


in their 1936 COLDSPOT electric 






“> 





refrigerators cleverly design their COLDSPOT shel _ - | In some cases the break will glow 
sas . Ds shelves are stamped and perforated from | through the asbestos but in most we 
shelving of Aleoa Aluminum: sheets of Alcoa Aluminum, with whieh the heavy | pass one hand slowly over the element 
reinforcing bars are rolled integrally. These light, one- until we find one spot that is abnor- 
Im $40 stores, from piece shelves are a joint development of Hoosier Lamp mally hot. ; 
peepee tsi & Stamping Corp. and Alum Company of | This same heat detection method 
Roebuck and Co. is America. No rusting. No corrosion. Dishes and bot- | 4" be used on shielded cables. 


presenting the new 
1936 COLDSPOT. 


tles cannot tilt because of the flat surface. Large open | 
space gives free air circulation. The integral reinforce- | e 
ments provide smooth surfaces without dirt-catching 

* crevices. Women cannot help but be enthusiastic | 

about all the advantages of this new and exclusive | % Hp. Motor Bearings 
shelving; just as they are keen for the Alumilite | 


finished + t av ids i » | ° 
mished ice cube trays and grids, the freezing compart | By S. A. Reich 
| 


ALUMENU W COMPANY 
OF AMERICA, 2160 
Gulf Building, 
Pittsburgh, Pa. 


ALUMINUM 
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ment and service door fronts of the new COLDSPOT. Bearings for several different types 


of 4 hp. motors can be made from 

spindle bushings designed for automo- 

biles. These cost ten cents apiece and 

all that it is necessary to do to adopt 
| them is to cut them to the right 
| length and drill the oil hole. Drilling 
| of the oil hole has to be done anywa) 
| im more than half the bushings sup- 
| plied by motor manufacturers. 
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DULUX Finish does for a refrigerator what the 
swagger bow did for this dress 


OLD BY a bow on the shoulder! This 
S distinctive touch won the customer’s 
approval . . . completed the sale of the dress. 

Refrigerators are also sold today by dis- 
tinctive features. Du Pont helps many 
dealers win sales by a finish. After all other 
features are described and emphasized, 
many acustomer decides at the finish to take 
the refrigerator with the DULUX finish. 

The importance of a Du Pont DULUX 
Finish in making sales is not to be under- 
estimated. This new chemical development 
from du Pont Laboratories answers every 
requirement women want. Manufacturers 
and electrical appliance dealers know this 
from their selling experience. 


aU PONT 


RES. U. 5. PAT. OFF 
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DULUX has the original beauty women 
demand. Its pure, super-whiteness attracts 
the eye at first glance. 

DULUX retains its original whiteness 
and color far longer. Its smooth, hard film 
gives dirt and dust no place to cling and 
dull its gloss. Its finish resists the harmful 
effects of household oils and greases—and 
is easy to clean. 

DULUX has the exceptional durability 
necessary to resist cracking and chipping. 
It is resistant to corrosion and the knocks 
received in daily household use. Sell 
DULUX-finished refrigerators and you sell 
beauty that lasts . . . a finish that wears 
longer and is more economical. 


ULUX 


REG. U. &. PAT. OFF. 


For easier selling in 1936, feature refrig- 
erators finished with DULUX. Write for a 
new booklet called “Selling Made Easier 
by DULUX.” There is valuable sales help 
in it. Send to E. I. du Pont de Nemours 
& Co., Inc., Finishes Division, Wilming- 
ton, Delaware. 


DU PONT ON THE AIR— Listen to “The Cavalcade of 
America” every Wednesday evening, 8:00 p. m., E.S.T., 
over Columbia Broadcasting System 








“Selling made easier 
by DULUX” 


This new booklet by du Pont tells in detail 
how DULUX helps to sell refrigerators. It 
reviews the value of a distinctive finish like 
DULUX in closing a sale. It covers the 
qualities of this finish that have made man- 





ufacturers refer to it as the outstanding 
modern refrigerator finish. 

Everyone who has to do with the making 
and selling of this important household appli- 
ance should read the story about DULUX. 

For free copies, write to Du Pont, Wil- 
mington, Delaware. 
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To get this valuable material, circle 
the key number on the coupon and 
we'll pass on your request to the manu- 


facturer — at NO COST TO YOU. 


The Griest Manufacturing Co. 
sends along three catalog pages on 


1. E. S. Lamps. No. 1. 


The Nu-Way Corporation issues 
several folders on oil burner products 


No. 2. 


Electromaster, Inc., presents a full 
line of electric ranges and accessories 


in a recent folder. No. 3. 


The Kitchenaid Manufacturing 
Company offers descriptive material 
on their line of mixers as well as an 
interesting booklet “How to Choose 


a Food Mixer’. No. 4. 


The Railley Corporation issues a 
descriptive catalogue of Pin-it-Up 


Lamps. No. 5. 
The Swartzbaugh Mfg. Company 


new roaster displays 
and will send information on request. 


No. 6. 


announces two 


The Frederick Engineering Co. 
presents two booklets on ash handling 
equipment and centrifugal pumps for 
steam power plants. No. 7. 


Meier Electric and Machine Co. 
has a catalogue sheet on floor fans and 
another on fan parts. No. 8. 


The Benjamin Electric Mfg. Co. 
is giving a catalog of high intensity 

> ; <« N 9 
mercury vapor lamp fixtures. No. 9. 


The McGraw Electric Company 
describes water heater satisfaction in 
a novel folder and shows their line in 
a descriptive catalogue. No. 10. 


The F. E. Myers & Bro. Co. will 
distribute a catalogue giving specifi 
cations and prices on condensate units, 
No. 11, power pumps and water sys- 
tems, No. 12, centrifugal pumps, No. 
13, or their complete catalog, No. 14. 


The Burgess Battery Company is- 
sues some new catalog sheets on lan- 


terns and A and B batteries. No. 15. 


The General Electric Co. offers 
a bulletin on Textolite plastic prod 
ucts for home and office use. No. 16. 


The Dry-Zero Corporation has 
put out a useful folder for dealers on 


Dry-Zero heat No. 17. 


insulation. 


MANUFACTURERS’ SALES HELPS 


The North American Electric 


Lamp Company announces a catalog | 


page on Nalco Candle Flame Lamps, 
a promotional folder and a price list. 
No. 18. 

The P. A. Geier Company offers 
an attractive window transfer 
broadsides for your customers on the 
Roval vacuum cleaners. No. 19 


Edison General Electric issues an 
announcement broadside on its entire 
range line, together with a price list. 
No. 20. 

The Garden City Plating & Mfg. 
Co. makes an interesting line of wall 
and mirror fixtures and light boxes 


for built-in lighting according to re- | 


cent catalogues available to dealers. 


No. 21. 
The 


pany presents a folder of uses for lam- 


inated surfaces. No. 22. 
The National Electric Products 


Corporation is distributing a 16-page | 


catalog giving specifications and con- 


struction data for National Asbestos | 


Wires and Cables. No. 23. 


The Samson-United Corporation 
announces a brilliant merchandising 
plan, utilizing radio, telephone, and 
telegraph messengers, for their new 
flexible rubber blade fan. The an- 
nouncement broadside should have 
your attention. No. 24. 


The Standard Electric Stove Co. 
is ready to distribute a 32 page cata- 


log of domestic and commercial ranges | 


and small cooking devices as well as 
a catalog of available promotional ma- 


terial. No. 25. 


E. General Electric Appliance 
Co., Inc., has just prepared a new 
1936 series of promotional material for 
electric water heaters. The catalogue 
and samples will interest you. No. 26. 
The Miller Company has issued a 
catalog covering a line of fixture equip- 
ment for high intensity mercury vapor 
lamps in combination with ordinary 


mazdas. No. 27. 


The Starr Company offers a cata- 
logue of refrigerators, compressors and 
condensing units. No. 28. 

The Clements Mfg. Co. celebrates 
the silver anniversary of the Cadillac 
vacuum cleaners with circulars, win 
dow displays, reprints of national mag- 
azine ads, and newspaper mats. No. 29. 


Barlow & Seelig Mfg. Co. show | 


their complete washer and ironer line 


in a recent broadside. No. 30. 
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Methyl Chloride To Sulphur 
Dioxide Conversion 


By R. Bencher 

A methyl chloride refrigeration sys- 
tem may be converted to use sulphur 
dioxide, or vice-versa, by effecting a 
few minor changes. It is best to oper- 
ate systems with the gases for which 
they were designed; of course, but 
conversions are sometimes tackled. 

¢ motor pulley must be altered. 
A sulphur dioxide compressor of the 
same piston displacement as a methyl 
chloride compressor must be operated 
at about twenty-five per cent greater 
speed to secure equal cooling capacity. 
For example, if a methyl chloride 
compressor was to be converted to 
operate on sulphur dioxide the orig- 
inal speed of 300 strokes per minute 
would have to be increased to about 
375 to obtain the same capacity. 

The entire unit should be cleared 
of all oil previously used. Never at- 
tempt to leave oil in the system when 
changing over from one refrigerant 
to another. Methyl chloride requires 
a heavy-bodied oil while sulphur di- 
oxide needs but a light one for it does 
not affect the viscosity of the oil and 
acts more or less as a lubricant in 
itself. 

As far as traces of either refriger- 
ant remaining in the system is con- 
cerned; no fear need be entertained 
on this score as the gasses mix and 
give no trouble. Many installers give 
a new system a shot of sulphur di- 
oxide to aid in locating leaks and if 
the system is tight immediately charge 
with methyl chloride without purging 
out the sulphur dioxide. 

If the system converted utilizes an 
expansion valve see that the proper 
setting is secured or change to a new 
valve. Should the system be of the 
flooded type it may be necessary to 
change the float-ball to one of the 
proper weight. A bucket-type float 
does not require changing. 

With pressure controlled units 
check up the operating pressures on 
the refrigerant employed. For in- 
stance, boxes maintained at tempera- 
ture of 34 to 36 degrees F. with a 
relative humidity of from 78 to 84 
per cent, the following suction pres- 
sures would be used : 


Methyl Chloride 
Cuts in at 22 Ibs. suction 
Cuts out at 13 
Operates at 15 Ibs. 


Sulphur Dioxide 
Cuts in at 8% Ibs. suction 
Cuts out at 1 Ib. 
Operates at 2 Ibs. 
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Motor Parts Catalog 

The Reading Electric Company, 
Inc., of 200 William St., New York 
and 227 West Van Buren St., Chi- 
cago has just published a 98-page cat- 
alog listing replacement parts for mo- 
tors used by 49 manufacturers of 
electrical appliances. 


e 
MAKES and MODELS 


COLDSPOT (Refrigerator) - 
Expansion valve inoperative ; 
Moisture in valve. Rubber cap cover- 
ing adjustment sometimes leaks, caus- 
ing moisture to accumulate inside 
valve. Freezing of this moisture stops 
machine. Moisture can usually be 
driven out by careful application of 
blow-torch. Watch for drops of water 
coming out of hole through center 


of adjustment needle. Replace rub- 
ber cap.—C.E.W. 


SIMPLEX (lroner)—Roller oscil- 
lates back and forth when control 
clutch is thrown up . . . Cork on con- 
trol clutch inside machine becomes 
saturated with grease. A new cork, or 
cleaning of the old by soaking in car- 
bon tetrachloride cures this trouble.— 


G.P.D. 


Testing Motor-Starting 
Electrolytics 


By the Aerovox Corporation 

The best way to test electrolytic 
condensers is to connect them across 
an a.c. line in series with an a.c. am- 
meter and a quick-acting relay which 
will protect the meter in the event 
the unit under test is shorted. Cur- 
rent is proportional to capacity, volt- 
age and frequency. The graph ap- 
pearing with this item shows proper 
readings when 110 volts, 60 cycles is 
used as the supply source. Variations 
of from 5 per cent low to 20 per cent 
high are permissable. 

If no protective relay is available it 
is advisable to use a short-test first. 
Connect the condenser in series with 
a 500 or 600-watt heater unit across 
the line and measure the voltage 
across the line and measure the volt- 
age across the heater unit. If full line 
voltage appears the condenser is 
shorted. If the meter reads less than 
line voltage the condenser has cap- 
acity and may be tested by the am- 
meter method recommended above. 




















Restrictions In Refrigeration 
Systems 


By Walter G. Christie 

The most frequent cause of restric- 
tions in refrigerators is plugged strain- 
ers. There are generally two strain- 
ers, both in the liquid line (see Fig. 
1). These are so placed to prevent 
carbon or scale from lodging on the 
needle seat of the liquid line control 
valve (expansion or float valve), thus 
preventing a stuck open control valve. 

\ tightly plugged strainer will 
cause continuous running and no re- 





Showing location of two strainers. 


frigeration. (For simplicity’s sake, this 
discussion will be limited to a direct 
expansion system with a thermostatic 
switch.) From Fig. 1, it is seen that 
a tightly plugged strainer will shut off 
the system just as if the liquid line 
shut off valve were closed. A suction 
zauge installed on the crankcase of the 
compressor will show about 20” of 
vacuum. 

To determine which strainer is 
blocked, close the liquid line shut off 
valve, and crack the flare nut at the 
receiver. If gas and liquid rush out, 
the strainer at the expansion valve is 
plugged or the expansion valve is 
stuck shut. If air rushes into the sys- 
tem, the strainer at the receiver is 
blocked. 

If the trouble is at the expansion 
valve strainer or at the valve itself, 
t is good policy to bring the crank- 
case pressure up to 0 Ibs. sq. in. 
by either using a gauge set to by-pass 
the high side into the low side or by 
connecting a low side gauge and a 
drum of refrigerant to the crankcase 
ot the machine. See Fig. 2 and 3. If 
the crankcase pressure is not brought 
up to O#, air and moisture will cer- 
tainly get into the system when the 





By opening Valve A and cracking 
Valve B, refrigerant can be bypassed 
from the high side into the low side 
and the low side pressure can be made 
equal to or greater than atmospheric 


system is opened at the 
valve. 

Very litle moisture is needed on a 
SO job to cause a stick-up. A little 
moisture on a methyl-chloride or on a 
treon job will continuously cause a 
stuck shut expansion valve. (The 
moisture collects at the needle seat of 
the expansion valve and freezes, thus 
producing the same effect as a stuck- 
shut expansion valve or a_ plugged 
strainer. Occasionally, service com- 
plaint on a freon or a methyl-chloride 
job is “sometimes the refrigerator 
works fine, other times the evaporator 
defrosts. This is a good indication of 


expansion 
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moisture at the expansion valve seat. 
The moisture freezes and closes off 
the supply of refrigerant. The coil de- 
frosts and heats up. The moisture at 
the needle seat melts and is rapidly 
pulled into the coil because of the low 
pressure in the coil. Then as soon as 
the needle seat is free again, the coil 
frosts up and the refrigerator works 
normally. It may take several days 
for enough moisture to build up to 
start the defrosting cycle again. 
When a condition like this is found 
on a methyl-chloride or a freon job, 
add about 2 teaspoonfuls of methyl 
alcohol for each pound of refrigerant 
to the high side of the system. If the 
alcohol is added to the. low side, it 
gets under the oil and very little of it 
is circulated. To add the anhydrous 
methyl alcohol to the high side, in- 
stall a gauge set as shown in Fig. 2. 
Shut off the suction line from the coil 
to the compressor and pull a 15” 
vacuum on the crankcase. Stop the 
compressor and shut off the high side 
line from the compressor head to the 
condenser. Then open valves A and B. 
The head of the compressor, the 
gauge set and the crankcase will all be 
under about a 10” vacuum. Close 
valves A and B, remove the dead- 
head from the gauge set, and replace it 
with a length of tubing the end of 





Hookup for adding refrigerant to oa 
system or for bringing system up to 
0 g when liquid line strainers are 
plugged. 


which is inserted into a narrow jar 
containing slightly more than the two 
teaspoonfuls of anhydrous methyl al- 
cohol. Now cautiously open valve A 
and allow the required amount of al- 
cohol to be drawn into the head of the 
compressor. Close valve A. Start the 
compressor and allow the head pres- 
sure to build up to about 100 Ibs. 
Stop the compressor and quickly open 
the high side line to the condenser. 
The relatively higher pressure on the 
gauge set and on the compressor head 
will force the alcohol into the con- 
denser. 

A partially plugged strainer at the 
expansion valve is a little harder to 
recognize. The valve will be cold and 
probably frosted but very little of the 
coil will be cold or frosted. The back 
pressure will be low, adjustment of 
the expansion valve will have little ef- 
fect on the back pressure and the frost 
line because very little refrigerant will 
he entering the coil. The expansion 
valve will not hiss because the flow 
of gas or liquid and gas will not be 
under high pressure as is the case 
when the ‘system is short of refrig- 
erant. In order to remedy a partially 
clogged expansion valve _ strainer, 
close the liquid line shut off valve and 
pump down the job. Balance the 
crankcase pressure, remove the strain- 
er and wash it in carbon tetra-chlo- 
ride. It is a good plan to replace the 
liquid line strainer at the same time 
for if this strainer had been working 
correctly, the carbon and sludge 
would not have reached the expansion 
valve. 
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LEARN ABOUT 


Telechron 


YOUR clock sales will gather mo- 
mentum the minute you learn 
about Telechron Turnover. Be- 
cause every part of the Telechron 
merchandising set-up is primed 
to make these dependable electric 
clocks move fast! 
(1) National advertising — making a 
big market bigger by emphasizing 
“A Telechron for every room in 
the house.” 


(2) A wide range of models — every 
one modern and salable. 

(3) A good margin of profit — allow- 
ing you to make money. 


(4) A-reputation for quality and ac- 
curacy that is unquestioned. 


(5) A retail price range that is within 
the reach of every buyer. 

These are five sound reasons for 

Telechron Turnover. Step up 

your clock sales! See the nearest 

Telechron distributor. Find out 

more about Telechron Turnover! 


TURNOVER! 


DEPUTY, Model No. 
7F65-Bk. & |. Popular 
alarm. Molded black with 
antique molded 
trim, or antique ivory with 
black trim. To retail at $4.95. 
Ivory case, $5.50. “Aladdin” 
(with luminous dial), black 
case, $5.95. lvory case, $6.50. 


TEMPO, Model Ne. 

3F61-Bk. & I. Molded 

black case with antique 

ivory bezel, or antique 
ivory case with black bezel. 
Black case to retail at $3.95. 
Ivory case, $4.25. 


KITCHENGUIDE, Model 
No. 2F03. A new wall 
model for kitchen or bath- 
room. Molded plastic with 
Nicral bezel. In green, antique 
ivory, white, black or red. Re- 


tails at $4.95. 
LUXOR, Model No. 


4F65. Smart new boudoir 

clock. A big seller. Mirror 

front in blue. Numerals 
etched on chrome band. To 
retail at only $9.95. 


ivory 


WARREN TELECHRON' COMPANY 


456 MAIN STREET, 


ASHLAND, 


MASSACHUSETTS 
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motors found in food 
and drink mixers is 
in a large measure 
dependent upon the 
specific resistance of 
the brush material. 
The lower this resist- 
ance, the greater the 
torque. 

@But low specific Ry 
resistance tends rok Y 
reduce the contact 
resistance (measured 
as a voltage drop) 
which is so necessary 
for good commuta- 
tion. A good carbon 
brush for food mixer 
motors has just the 
right combination of 
these two resisiunces. 
@ Good commutation 
is particularly essen- 
tial in preventing 


overheating. Since an 


Cas ad 


excessive temperature 
rise acts as a drag on 
torque, obviously 
any old piece of 


carbon won't do. 


USE OHIO PRE- 
TESTED MOTOR 
BRUSHES 
EXCLUSIVELY 


THE OHIO CARBON COMPANY 
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New Positions of the Month 





Manager of the American Lithograph 
Company (1927-29) and was Sales 
Promotion and Research Manager of 
Electrical World Magazine from 
1929 to 1932. Since then he has been 
Director of the Electrical Cord Man- 
ufacturers at the National Electrical 
Manufacturers Association. 


York Ice Machinery 


S. E. Lauer, general sales manager 
of the York Ice Machinery Corpora- 
tion, York, Pa., was elected vice-presi- 
dent in charge of sales at the annual 
meeting of the board of directors last 
week. 

Officers re-elected at the meeting 
were William S. Shipley, president, 
E. A. Kleinschmidt, vice-president 
and secretary, and S. J. Shipley, vice- 
president and treasurer. 

Preceding the directors’ meeting, 
the stockholders held their annual 
meeting and re-elected the following 
board of directors: W. S. Shipley, S. 
J. Shipley, S. E. Lauer, E. A. Klein- 
schmidt, P. H. Glatfelter, L. Will- 
iams, S. H. Shipley, J. W. Gitt, C. 
W. Fenninger, V. K. Keesey. 


Universal Cooler 

In keeping with the long experience 
of Universal Cooler Corporation, De- 
troit, in the refrigeration business, H. 
E. Markland, domestic sales manager, 
has announced the appointment of 
three regional sales managers who have 
had years of experience in household 
refrigeration sales over the entire 
country. 

Mr. Markland has appointed H. F. 
MacGrath as eastern regional sales 
manager operating out of New York, 
H. A. D'Arcy, central regional sales 
manager whose base is Chicago, and 


L. V. Ryan, southern regional sales 
manager. 
Ted MacGrath’s present activi- 


ties are in line with a plan he 
originated in selling direct to depart- 
ment stores and retail dealers when 
he organized the Major Appliance 
Corporation and became its vice-presi- 
dent three years ago. MacGrath, 
whose intensive electrical refrigera- 
tion activities date back fourteen years 
to his ownership of Kelvinator dis- 
tributorship at Syracuse, under the 
title of Kelvinator-Syracuse Incorpo- 
rated, has, in turn, been regional sales 
manager of the Seeger Refrigerator 
Company, St. Paul, and the Leonard 
Refrigerator Company, Detroit. 
Dee D'Arcy entered the refrigera- 
tion business through organizing the 
first retail commercial sales depart- 
ment for Kelvinator in the Detroit 
Branch eleven years ago.° After the 
sale of the Detroit-Kelvinator branch, 
D'Arcy became interested in utility 
sales and was western manager of this 
activity for Kelvinator out of Detroit. 
He was the original manager of central 
station refrigeration sales under Carl 
D. Taylor when Westinghouse Elec- 
tric & Manufacturing Co. set up a 
separate Refrigeration Department in 
Mansfield in 1930. Following that, 
D’Arcy served as utilities manager 
and district sales manager for the 
Stewart-Warner Corporation in its 


CONTINUED FROM PAGE 4) 





refrigeration Division out of Chicago. 

Pat Ryan of Detroit has been in- 
tensively engaged in specialty sales 
work including considerable refrigera- 
tion activity in Michigan and the 
central states. 

In addition to the recent appoint- 
ments by Mr. Markland, F. S. Mc- 
Neal, president of Universal Cooler 
Corporation, has announced the filling 
of the post of director of advertising 
by George Moister, who formerly 
held similar positions with Kelvinator 
and Westinghouse. Mr. Moister en- 
tered the field in 1923 as a Kelvina- 
tor retail salesman in Chicago. 


General Electric 

A. J. Gies, auditor of the merchan- 
dise divisions of the Geenral Electric 
Appliance and Merchandise Depart- 
ment, Bridgeport, Conn., has been 
named Assistant to Vice-president C. 
E. Wilson, and will function as chair- 
man of the newly formed credit and 
service committee. 

C. E. Anderson, formerly assistant 
to Comptroller I. D. LeFevre, has 
been appointed auditor of the mer- 
chandise divisions of the Appliance 
and Merchandise Department. 


Hulett 


Harold Hulett has been appointed 
assistant manager of commercial re- 
frigeration for the appliance and mer- 
chandise division of General Electric 
Company, according to announcement 
by Walter E. Landmesser, commer- 
cial refrigeration manager. Frank 
Corliss has been named manager of 
national user sales for commercial re- 
frigeration. 


Cutler-Hammer 
Cutler-Hammer, Inc., of Milwau- 
kee, manufacturers of electrical con- 
trol apparatus, announces the appoint- 
ment of Mr. R. J. Eckstein as man- 
ager of their Cleveland office at 1405 
East Sixth Street. 


Malden Electric Co. 


Harry J. Walton, who has been 
sales manager of the Malden Electric 
and Malden & Melrose Gas Light 
Company, since 1918, has been ap- 
pointed assistant manager of the Mal- 
den Electric Company. Mr. Walton 
is widely known in the electrical mer- 
chandising field in the northeast, and 
has been connected with the Tenney 
properties for about 25 years. These 
are now operated as a part of the 
New England Power Association 
group. 


Walker & Pratt 

R. D. Walker has been elected 
president of the Walker & Pratt 
Manufacturing Co., Boston, succeed- 
ing his father, the late Arthur W. 
Walker. He will continue as treasurer 
in his new post. Albert L. Smith, a 
prominent figure in electric range 
sales activities for. many years, and 











[mownete LIKE "BA 





WT, NOTHING LIKE THE 
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FOR the first three 
months of 1936 Elec- 
trical Merchandis- 
ing shows a healthy 
increase of 15% in 
advertising space 
over the first three 
months of last year. 
--- Will you be profit- 
ably promoting your 
products in the April 


issue P 
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sales manager of the company, has 
been made a vice-president. F. 

Shaw, superintendent, has been elect- 
ed vice-president in charge of plant. 


Rocky Mountain EA 
i Kissick, of the Trinidad 
Electric Transmission Railway and 
Gas Company becomes president of 
the Rocky Mountain Electrical As- 
sociation for the coming year. 


A. Wayne Merriam 
J. L. Maurache, former branch 
manager of the Albany office of A. 
Wayne Merriam, Inc., General Elec- 
tric distributors, has been made gen- 
eral manager of both Albany and 
Schenectady stores of the company. 


Mirro 

The MIRRO Test Kitchen of the 
Aluminum Goods Mfg. Co., Mani- 
towoc, Wisconsin will be headed by 
Laura Wilson, internationaly-trained 
home economist. Miss Wilson and her 
staff will conduct special cooking 
schools, supervise demonstrations and 
help retailers on their problems. 


G-E Supply Corp. 

A: H. Kahn, formerly Pacific Coast 
operating manager of the G-E Supply 
Corporation, San Francisco, was made 
district manager of the G-E Supply 
Corporation, Chicago, effective Janu- 
ary 1, it was recently announced Ly 
J. L. Busey, president. 

The following changes and new ap- 
pointments in the personnel of the 
General Electric Supply Corp. have 
been announced by John L. Busey, 
president: 

The Midwest Electric Appliances 
Co., of Kansas City has been pur- 
chased and consolidated with the Kan- 
sas City district. W. E. Graham has 
been transferred from Butte to be 
district manager of the branch; D. G. 
Keller and J. W. Puckett, both for- 
merly of Midwest Electric Appliances 
Co., become, respectively, district sales 
manager and district operating man- 
ager of the Kansas City district. 

In the Dallas district the following 
changes took place: A. A. Uhalt be- 
comes district sales manager at Dallas 
and W. M. Goodwin is transferred 
from Dallas to become branch man- 
ager of San Antonio. 

In the St. Louis District, W. R. 
McCauley becomes branch manager 
at Springfield, Ill., and R. V. Heitz- 
man becomes branch manager at 
Evansville, Ind. 

L. M. Burdick becomes local man- 
ager at Butte, Montana, in the Salt 
Lake City district. . 

In the Buffalo, N. Y., district, G. 
F. Kehoe becomes branch manager 
of Niagara Falls. 


Kahn’s Dept. Stores 

Herbert C. Semmel has been ap- 
pointed electrical merchandise man- 
ager and buyer for the H. C. Kahn’s 
& Son Department Stores. The Kahn 
Stores are located at I1th & Filbert 
Streets and 929 Market Street in 
Philadelphia (with branches in Nor- 
ristown and Chester). 

Semmel is well known in the elec- 
trical and refrigeration trade, having 
represented RCA and the General 
Electric Supply Corporation for the 
past eight years. 

Wieboldt’s 

R. L. Hirsch, buyer of radio and 
sporting goods for Wieboldt’s six de- 
partment stores for the past five years, 
Chicago, has taken over purchasing of 
all major appliances. 


SEND THE USEFUL ARMCO BOOKLET 
The American Rolling Mill Company, Middletown, O. 
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ENAMEL 











OU are interested, naturally, in every- 

thing that helps you close sales quicker, 
easier and more satisfactorily. Ranges, re- 
frigerators, washing machines are profitable 
items—when sold! 

The famous Armco label on electrical 
appliances is a proved means to this desir- 
able end. It has merchandising power at 
the point of sale. 


Your customers and prospective custo- 
mers are familiar with the Armco label. 
Twenty-two years of continuous national 
advertising—seventeen in popular maga- 
zines and seven in radio—have convinced 
them that the name “Armco” stands for 
highest quality in sheet metal. 

Many people make it a practice to ask, 
“Is it Armco INGOT IRON?” Others are 


he copies of your informative 
sales booklet: “How Porcelain Enamel Can 
Help You Sell More Profitably.” 
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glad to be reminded by your salesmen. 
Either way you gain a distinct advantage 
by hitching your merchandising wagon to 
those trustworthy products identified by 
the Armco Label. If your products do not 
bear the Armco Label, ask the manufacturer 
to attach it. 


A Helpful Booklet—FREE 
Here is a selling tool you will want to put te 
work—an exceptionally useful book that tells 
you how to get the most sales value out of 
porcelain enameled appliances. An effective mer- 
chandising tie-up with Armco is also explained, 
a plan that will aid you to increase sales. Get a 
copy for every salesman who works on porcelain 
enameled appliance sales. Just use the handy 
coupon or write on your firm letterhead. 
The American Rolling Mill Co., 
Middletown, Ohio. 




















new 25th Anniversary 
ESTATE ELECTRIC RANGE 


HERES the super-smart, super- 

modern electric range of the year. 

The new 25th Anniversary Estate. It has beauty 
that snaps open pocketbooks. It has features (single- 
e® dial control and balanced oven heat) that close 
. sales with a snap. Push the 1936 Estate ... and 
pull im a record electric range business in 1936. 


—_ THe Estate Stove Company, HAMILTON, OHIO. 
Estate Electric Range 
Sales more than doubled 
last year Watch ‘em ELECTRIC RAN é 
celebrate the 25th Anm 


versary of the Estate 
Electric Range by going 
still higher mm 1936 


ESTATE 


Theres 
NEW BUSINESS 
wR&M 
AIR CIRCULATORS 


Sell these new-principle Air Circula- 
tors to stores, offices, restaurants, fac- 
tories, etc. The patented blade tip in- 
creases air delivery, cuts down noise, 
and lessens current consumption. 
Blades are cast aluminum, highly pol- 
ished. Special-duty R & M motors in- 
sure highest efficiency in operation. 
Don’t miss this opportunity to make 
multi-unit sales to worth-while com- 
mercial prospects! R&M Air Circulators 
are made in three sizes; in floor, wall, ceil - 
ing, and bench models, meeting every 
requirement. Ask your jobber for full 
particulars. Write for 1936 Fan Catalog. 


ROBBINS € MYERS 


Founded 1878 ; 


KEEP IN STEP WITH 
ESTATE—ANOD YOU'RE IN 
STEP WITH THE TIMES 











Robbins & Myers 
Inc. 
Springfield, Ohio 


® The Robbins & Myers Co. 
Ltd. 

— Brantford, Ont 

FANS + MOTORS « HAND AND ELECTRIC HOISTS AND CRANES 
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A Dealer’s 





Exposition Juchease 


SUALLY the staging of an elec- 

trical exposition implies the hir- 
ing of a hall and the building of 
booths. Such, indeed, have been the 
electrical shows which have beeu an- 
nual events in San Jose, Calif. But 
this year the united dealers of that 
enterprising community did something 
different. They resolved to hold an 
electrical exposition as usual, but to 
stage it in their respective stores. In 
effect, each dealer turned his shop into 
his display booth for the occasion, the 
office of the Pacific Gas and Electric 
Company serving as a sort of general 
focus point for general displays. The 
power company furnished window and 
display cards for dealers’ windows 
and floor displays, also revolving 
wheels which indicated by twirling a 
counter just what would be the cost 
of operation of any given appliance 
under the company’s reduced sched- 
ule. Pamphlets for free distribution 
told the same story. Displays were 
also placed on the floors of local banks, 
pointing to F. H. A. opportunities 
in the financing of electrical pur- 
chases. Dealers on their part fur- 
nished either two major or six minor 
appliances for display in the power 
company office or in one of the banks 
and also agreed to decorate a special 
window and to maintain in their 
own stores a special exhibit. 


“Air Conditioned”’ 
Refrigerators 


CE manufacturers, casting about 
for arguments to meet the increas- 
ing competition of electric refrigera- 
tion, have of late seized upon the 
popular interest in air conditioning. 
“Air conditioned refrigerators,” they 
call their ice boxes, and go on, with 
some disingenuousness, to imply that 
electric refrigeration, by mysteriously 
drying the air, injures the food stuffs 
entrusted to its care. In some locali- 
ties this has been stated as a fact in 
a destructive form of advertising. 
Tucson, Ariz., had its share of this 
form of advertising—and W. H. 
Howe, merchandising manager of the 
Tucson Gas, Electric Light & Power 
Co. this summer felt that something 
should be done to meet it. If the 


| argument were left unanswered, he 


reasoned, it would not only affect the 
attitude of the public but would 
subtly undermine the confidence of the 
electrical industry in its own product. 
In June and July of last year, there- 
fore, he ran a series of ads of the edu- 
cative type on electric refrigeration. 
These made no criticism of ice refrig- 
eration or the tactics of the ice manu- 
facturers, but they made clear in sim- 
ple words that any refrigerator which 
furnished adequate chilling facilities 
must take moisture from the air, and 
also that air circulation in an electric 
refrigerator was especially good. It 
is interesting to note that “air condi- 
tioned” refrigeration ads on the part 
of ice companies have fallen off in 
Tucson since this series appeared. 


your 
Sates 


“Here you are, Sir. See 
that DATE-LINE? That 
proves they're fresh.”’ 





“That's a smart out- 
fit, good people and 
good merchandise.” 





DO THIS — It takes 
only one second to 
point out that 
“EVEREADY” BATTERY 
Date-Line 








PROFITABLE TO BOTH 
DEALER and POWER CO. 


a quick seller... 
a good load builder 





List Price $11.00 

(other styles at lower prices) 
Regularly furnished in satin 
nickel, or statuary bronze; 
metal or parchment shade as 
specified. Optional base, ei- 
ther clamp or for perma- 
nent attachment to desk or 
table 





This high grade commercial lamp fills the 
need for better supplementary lighting of 
general offices. By using an entirely new 
principle of diffusion, it approximates day- 
light in its general effect . . . It cannot be 
knocked over as it attaches securely to the 
edge of desk or table top . . . It is hori- 
zontally adjustable and swings freely either 
right or left to permit the shifting of work 
By actual test, under office conditions, these 
lamps speeded up operations, at the same 
time reducing errors as much as 50% and 
eye-fatigue as much as 60% 
Let us send you full particulars. 
MANUFACTURING CO. 


FART ES occatue, simos 
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Laundry Driers 


CONTINUED FROM PAGE 66 qxmeees 





and the appliance sales division of the 
Ohio Edison Company. 

On close questioning, Don Wilkins 
admitted that the store did some out- 
side selling, but the amount is so in- 
finitismal it just doesn‘t count. He 
says he wouldn’t be afraid to tackle 
cold canvassing, but the store is able 
to develop prospects through its floor 
trafhe and other departments, making 
such a step practically useless. 

The variety and number of wash- 
ers handled provides salesmen with a 
means of picking the best washer for 
the customer. “We feel the customer 
has a right to choose,” C. A. Loth- 
ringer, in charge of refrigeration 
sales, said. “We have all sizes, col- 
ors, ‘looks’ and prices.” 

The Leonard-Wilkins Hardware 
Company has a large clientele on 
which to draw for its appliance trade. 
Monthly, from 3,500 to 4,000 state- 
ments go out, and by diligently pur- 
suing a “use the user” program, new 
sales are made. When a customer 
gets through buying one thing he is 
‘given an opportunity” to buy an- 
other. Because a general line of hard- 
ware is carried, the store is in a posi- 
tion to interlock such diverse things 
as paint and washing machines, ham- 
mers and laundry driers, nails and re- 
trigerators. 

The store has experienced little 
credit trouble, because it uses an out- 
side financia lrating bureau, Donald 
Wilkins said. The average workman 
in the steel plants, if he is perma- 
nently employed, has exceptionally 
good credit, he said. Furthermore, 
the store has made it a policy, in 
judging a man's credit rating, of 
using his record before the depression 
years, and do not judge too heavily 
on how he got along the last three or 
four years. Youngstown workmen 
appreciate that, and bring their trade 
to the store. 

Heavy users of advertising in the 
Youngstown daily newspapers, the 
store has not neglected the surround- 
ing rural districts, and takes space 
regularly in country papers within 
its 30-mile trading radius. Several 
times a year a direct mail “attack” is 
made, by means of “stuffers” in the 
monthly statements of al customers 
and special etters to all past custom- 
ers—and yot can build up quite a 
maiilng list in 37 years of business. 

An efficient service department is 
maintained in connection with all ap- 
pliance sales. No special effort is 
made to sell service as such. A year’s 
guarantee is provided, however, on 
all washing machines, supplementing 
such factories as guarantee their prod- 
ucts for five years. One man in the 
service department has been with the 
store 18 years. 

The elder Mr. Wilkins keeps in 
close touch with appliance sales. Don, 
his son, is in charge of the appliance 

floor. A. J. Sweeney is in charge of 
washing machine sales; C. A. Loth- 
ringer, of refrigerator sales; Rufus 
Bushong, of ranges; and George Car- 
son, of radios. 
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PER 


fhe TURTLE. with his 
bons armor. has safe 
Protection against his 


natural enemies. 


N* alone for the animal world has 
Nature provided protection. . . . For 
example, the art of electric heating would 
likely not be practical today but for the 
protective feature with which she has en- 
dowed Chromel. When Chromel is used as 
a heating-element, it combines partially 
with the oxygen of the air to form a thin, 
dense, tight coating on the wire, that greatly 
retards further oxidation. This explains why 
Chrome! heating-elements last so long, 


whether exposed or enclosed. Also we've 


HOSKINS MANUFACTURING COMPANY ° 






















































been making it for almost 30 years, and 


have learned how to improve greatly the 
natural durability of Chromel. But that has 
been hard to do, while still controlling 
the improvements discovered. It calls for 
all the skill and mature knowledge which 
Chromel’s creator, A. L. Marsh, has acquired 
since 1906. .. . So, to protect your own good 
name, as a good dealer, invest your money 
in those devices that are well protected by 
Chrome! heating-elements. . . . (Send for 


our Heating-Unit Calculator, Form K.)... 


DETROIT, MICHIGAN 
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et your 
suppliers to ad- 


vertise where you 
do business... 


Tell the manufacturers whose prod-| 
ucts you handle to use The HOUSE- 
HOLD MAGAZINE—the magazine 
that delivers more sales in America's 


small towns — your own town— than 


any other medium. Every month, | 
HOUSEHOLD is read by more than 
1,850,000 small town women. Arthur 
Capper, Publisher, Topeka, Kansas. 








FILL IN AND MAIL 





EXCUSE OUR BLUNTNESS 


—but, if you are not already a regu- 
lar subscriber, the card in this issue 
—filled out and mailed today — will 
start Electrical Merchandising com- 


ing to you each month in the year. 


Think of having twelve times as 
much appliance-selling help as in 
this issue for only $2 or twenty-four 
times as much for $3. That’s all a 


subscription costs! 


THE CARD TODAY 
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Is It Cheaper? 


oe CONTINUED FROM PAGE 33 cee 


years. How this moisture gets into a 
cabinet’s walls is not widely known. 

To understand what takes place, 
one must know that water vapor is a 
gas, just as are oxygen, hydrogen and 
nitrogen. As a gas, water vapor trav- 
els freely about and passes readily 
through invisible pores and leakage 
channels that liquid water cannot 
penetrate. There is no complete com- 
mercial seal against its penetration 
into refrigerator walls and into the 
insulation itself. 

Engineers have recognized for some 
time that water vapor thus is able to 
penetrate and wreak havoc with most 
refrigerator insulations. Not long ago 
it was generaly believed that this va- 
por penetration was due to osmosis 
(the inter-dispersion of gases or liquids 
through a barrier) and “breathing” 
(expansion and contraction of the air 
in a refrigerator’s walls due to chang- 
ing temperatures). However, numer- 
ous tests during the past few years 
indicate these are minor causes, often 
entirely negligible. The same tests 
have shown that the dominating force 
that drives water vapor through mois- 
ture seals is vapor pressure. Higher 
vapor pressure on the outside causes 
vapor to be driven into the areas of 
lower vapor pressure inside the refrig- 
erator’s walls. On the other hand, if 
and when the vapor pressure inside 
the wall is higher than in the room, 
then vapor tends to be driven in the 
other direction and there is drying and 
dehydration. Water vapor flows from 
high pressure to low pressure areas 
just as air flows into a vacuum. This 
action is independent of air infiltra- 
tion. 

The vapor pressure inside the walls 
of a refrigerator usually is lower than 
the vapor pressure outside because of 
the low temperature of the inner 
liner. The cold liner condenses the 
excess vapor, liberating heat that is 
absorbed by the refrigerating unit. 
This is a continuous process, the ex- 
cess vapor being condensed after en- 
try, thus preventing the pressure in- 
side the wall from increasing. is is 
a rapid process if the moisture seal is 
poor or there are large spaces inside 
the walls to serve as condensation 
chambers. 

Hygroscopic (moisture absorbing) 
insulating materials also contribute to 
a speedy influx of water vapor by ab- 
sorbing the moisture as it enters, thus 
keeping down the vapor pressure 
within the wall by acting as a sort 
of suction pump until such time as 
the material is saturated. This proc- 
ess becomes slow or even negligible if 
the insulation is non-hygroscopic and 
abosrbs no moisture. 

The damage that results once the 
water vapor has entered the walls of 
an average refrigerator is illustrated 
by the results of the tests already de- 
scribed. 

These facts about insulation’s con- 
tribution to the efficiency and long- 
time operating economy of the elec- 
tric refrigerator are important to the 
salesman, not because he will use them 
all in his selling arguments, but be- 
cause they furnish him with a back- 
ground of basic knowledge upon 
which he can build whatever type of 
sales presentation may appear de- 
sirable. 
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larger and more tantalizing. But 
that’s just the point. It is harder there 
to hold their attention on one thing 
and one demonstration. Now that I 
have my regular customers coming 
to me here, they seem to like the 
quiet and the possibility it offers for 
concentration. This is true to the ex- 
tent that they will make definite ap- 
pointments to meet me here for dem- 
onstrations. 


W orks From 8 to 10 


So much for the place. How does 
he work in it and out of it?A typical 
routine day will best explain. He ar- 
rives at 8 a. m. and stays until 10. 
He first puts in about an hour at the 
telephone and makes 30 calls. This is 
done religiously every day. The calls 
are upon regular customers of his. He 
tells of something new he wishes to 
show, or something that he has heard 
or read that makes him believe that 
they be especially interested in a cer- 
tain article. From these calls he se- 
cures the regular appointments for the 
day. Where the customer is not inter- 
ested, she will often tell of some rela- 
tive or friend who would be. That 
goes down as an appointment, to be 
developed later into a possible new 
customer. 

The telephone calls fall into two 
classes; residential and downtown 
business men. “Some people may think 
that a business man should not be 
bothered with such things in his of- 
fice. But the fact is that interest can 
be aroused and sales made that could 
never be developed in any other way”, 
he said. “More men than you would 
ever think possible are cooks and 
house furnishers by instinct and busi- 
ness men by custom and necessity.” 

When the telephone calls are out 
of the way, he still has an hour or 
more in the room to prepare for the 
day's work outside and to take care of 
appointments he has previously made 
for people to come to the display room 
for demonstrations. 


Office Canvassing 


At 10 o'clock he starts into the 
business district. If he has a definite 
appointment to show some small ap- 
pliance he takes that. If not, he selects 
one that is adaptable to calling on this 
class of trade. This downtown calling 
is the only kind he does that savors 
of “cold turkey”. But at that, he will 
not go in cold except to regular cus- 
tomers he knows well. Suppose the 
device is a food mixer or an I.E.S. 
lamp. When he comes to his customer, 
the office man or executive, if the man 
is not too busily engaged the device 
is shown and demonstrated in a few 
minutes, 

“Do they buy readily under such 
conditions ?” 

“They certainly do”, he replied. “I 
have sold 150 mixers in the past 
months that very way. The L.E.S. 
lamps have also moved readily. Just 
to illustrate: I went in to the presi- 
dent of a large terminal company and 
set one of the lamps on his desk and 
demonstrated it. ‘But I don’t need 






“Free Lancing” for Appliance Business 


CONTINUED FROM PAGE 13 





one’ he spoke up. I then asked him if 
he did not have a son who would like 
one. ‘Never thought of that. Guess he 
does need me’, was the answer, and 
I got a check forthwith. Since then, 
the man has bought one for himself. 

“I have put out hundreds of I.E.S. 
lamps by the personal call method, 
selecting offices, hotels, clubs, apart- 
ments and the like. In every case, I 
try to get the old lamp off the desk 
and the new lamp connected in its 
place. Then I leave it to sell itself. 
Actually, in the case of men whom I 
know well I have left the new lamp 
in their absence, and when I came 
back it had sold itself. It is surprising 
how many of the new and better 
lamps stay under these conditions, and 
how many other sales the first lamp 
will make in an office or hotel.” 

After lunch, Mr. Parsons is back 
from his business men’s calls and in 
the room until 2 p.m., keeping other 
appointments made there, particularly 
for the demonstration of the heavy ap- 
pliances. Then he takes his car and 
goes into the residential parts of the 
city, taking with him samples of only 
those appliances for which he has had 
direct requests to demonstrate. 

“Tt pleases me just as well’’, he ob- 
serves, “if a woman asks to see a 
certain appliance which I do not have 
along. That means a call-back, but 
under conditions that almost certainly 
lead to a sale.” 


“My Customers Like New 
Things — Come and See Me” 


He will make a call anywhere by 
appointment just as readily for the 
lowest priced article as for the high- 
est priced one. “That's the way to get 
in”, he remarked. “It is the old store 
adage over again—to pay as much at- 
tention to a customer spending a pen- 
ny as one spending a thousand dollars, 
only I apply it outside as well as in- 
side the store.” 

From every outside call so made, 
Parsons seeks to develop other leads, 
from people who tell him of their 
friends. This is one of the principles 
of direct selling and he applies it to 
the limit, with the result that his cus- 
tomer list, now 1500, is still growing. 

At 4 p.m. he is back in the display 
room and stays there until 5:30, keep- 
ing still other demonstration appoint- 
ments. 

“My customers like new things— 
Come and see me”, says Parsons. He 
not only says it by word of mouth on 
every possible occasion, but he says it 
with a rubber stamp. Every piece of 
literature, every letter, package, card, 
etc., that goes out from his lace bears 
it as a reminder. 

“If I can get a sufficient following 
of people who think of me as the fel- 
low who is always on the lookout for 
new electrical things to tell them 
about, in their interest,” says Parsons, 
“the success of my free lance work 
is assured. And I am thankful to say 
that the electrical manufacturing in- 
dustry is providing so many new, use- 
ful and necessary things as to keep me 
busy telling my world about them.” 
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OUT IN THE RURAL DISTRICTS-1'm SELLING 


JUST WHAT RURAL PEOPLE NEED — 
AND THEY. HAVE THE MONEY TO BUY. 





NG 


i 
ves, SUPERFEX HAS OPENED 
A BIG NEW MARKET FOR 
REFRIGERATION DISTRIBUTORS 
AND DEALERS 


Thousands of dollars are now flowing 
into the pockets of dealers and dis- 
tributors from the sale of Superfex 
—dollars that are coming from rural 
districts where other types of mech- 
anical refrigeration cannot be sold. 

Profits from the sale of Superfex 
are bankable profits, because ser- 
vice calls are almost unknown. There 
are no outside connections —no 
moving parts. 

The dependability of Superfex has 
been proved by eight years of reli- 
able performance and By thousands 


THE SUPERFEX Oll BURNING REFRIGERATOR, 


PERFECTION STOVE CO. « 7724-A Platt Ave- 
Cleveland, Ohio The mack of guallly 
































of users. It is made by the 
Perfection Stove Company —a com- 
pany that has stood high in the 
respect of rural people for almost 
fifty years. 

Our proposition to distrib- 
utors and dealers is a gener- 
ous one. Write or wire 
for complete infor- 
mation today. 










THE OIL BURNING 
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heating elements. 


DRIVER-HARRIS COMPANY 
HARRISON, N. J 
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SUPERFE. 


The Great Sales Builders... 


to continue the satisfactory service that popularizes the electrical way 
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ALWAYS BEEN A TYPE OF NICHROME TO ASSURE DEPENDABILITY 
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REFRIGERATOR 
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SERVICES 


PARTS Ano 
ACCESSORIES 


$1.00 per line per inseruon. Minimum charge $4.00. 
Fractions of a line count as a line. Discount of 10% if full pay 


UNDISPLAYED RATE (First line 
nm small black face type) 
er ude in advance for 4 consecutive insertions of undisplayed ads 

DISPLAYED RATE: 1 inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. ; 

ches—$ SU per in. (An advertising inch is measured vertically on ore coluinn. There 
are 4 columns 48 inches wo a page) 














+4 NEW 1936 Catalog 


Today for 
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SAowi'. Americas Biggest Aine 


REFRIGERATION PARTS sue 
































We are large, dependable refrigeration supply dis ¢O co 

ributors carrying a large stock of nationally known a NOITIONING 
parts and supplies. All shown im a new complete “us 

nct price catalog—gladly sent on request to fe ah 

frigeration dealers and service companies. Write COMMERCIAL 


lay on your letter-head 





Main Offices 











The HARRY ALTER £0. /nc 


1728 S. Michigan Ave. Chicago, Ill. 











GOODRICH WRINGER ROLLS AND BELTS 





rYVEMII7 Dw lad 
SERVALL CO. NATIONAL DISTRIBUTORS Derpoit, MICHIGAN 








REFRIGERATORS 


#339 a i te tor Circu 


Caster x75: ps 
SELF-LIFTING PIANO TRUCK CO. 


FINDLAY, OHIO 

















ARMATURE 
REWINDING 


Motor Repair — All Types in Lots of 100, oF more. 
We stock vacuum cleaner parts. One Dozen, or Less, 30 
Write for prices and Catalog oat 


; . . REPAIR PARTS & REPLACEMENT co. 
WILLMAN ELECTRIC Co: 
12506 Dexter, Detroit, Michigan 814 N. Wells Se., Chicago, Ill. 


VACUUM CLEANER 


DUST BAGS 











Standard For All Standard Makes 


SEARCHLIGHT a ie a a 


Brushes, Bearings, Belts, Couplings, Wringer 
Armatures & Attach- Kolls Standard & fal 
J TI N ment Sets Stock of loon. Filler Hose, all 
Refrigerator Belts Lengths 
Write for our 64 pase catalog. 
Manufacturers actory Representatives 
MIDWEST APPLIANCE PARTS COMPANY 
2722 West Division Street 




















POSITIONS WANTED 


COMPLETE STOCK 
Vacuum Cleaner Parts Washing Machine Parts 








LECTRIC RANGE EXECUTIVE and Engineer age tne 
xperienced design production ranges also units, 
witches, thermostats 1° years with a leading pro 

weer Previous experience coal gas ranges Build 
arge business for company who will make all parts 
nestead assemble those made by others. PW 50 NEW ADVERTISEMENTS 
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On the RECORD 
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Fans are highly seasonal merchan- 
dise. Long cool spells in the summer 
find dealers with overstocks; a suc- 
cession of hot spells sends them clamor- 
ing to the nearest distributor for rush 
shipments. One manufacturer is going 
to meet the situation this coming sum- 
mer by utilizing two agencies of mod- 
ern merchandising speed — the radio 
and the Postal Telegraph. The com- 
pany is Samson- United Corp., 
Rochester, N. Y., and the product 
is their new fan with flexible rubber 
blades. 

The radio programs are electrically 
transcribed for spot broadcasting—a 
method that has been proven highly suc- 
cessful in such campaigns as the Am- 
erican Washing Machine Manufac- 
turers Association ran during 1935 
and are planning to continue in 1936. 
When the thermometer pops up to a 
high peak on summer days, a radio 
program is smacked on to hit the cus- 
tomers when they are perspiring most 
freely. All the customer has to do then 
is to phone Postal Telegraph and a 
fan is delivered C.O.D. to the door, 
having been picked up from the first 
dealer on Postal Telegraph’s list in 
the zone of the customer's home. All 
succeeding orders are carried through 
with the dealers as their names appear 
alphabetically on.the list. In addition, 
sales helps, broadsides, etc. have been 
prepared. Hutchins Advertising Com- 
pany, N. Y., are in charge of the ad- 
vertising program. 

The Corozone Air Condition- 
ing Corporation announce the ap- 
pointment of R. S. Cole as New York 
distributor for their product. Mr. 
Cole was formerly vice president and 
district sales manager for Hupmobile. 
His territory includes the western part 
of New England, New York and 
Northern New Jersey. 

In addition, Corozone has announc- 
ed the appointment of Walter M. 
Ballard as Washington, D. C., dis- 
tributors. 

The first showroom in the shop- 
ping district of Boston, devoted ex- 
clusively to air conditioning, was 
opened last month in the Little Build- 
ing, at 80 Boylston St., by Smith & 
Saunders, Inc., distributors of Coro- 
zone air conditioning equipment. 

Smith & Saunders is a Massachu- 




















Some decade or so ago the Union 
Electric Light and Power Company, St. 
Louis, took a brodie on electric irons 
that made history. Since then S. F. L. 
Snyder, merchandise manager of this 
St. Louis utility, has carried a torch 
for ‘‘firsts."" Stan Snyder was first to 
pounce on the first automatic electric 
rooster when it was put on the morket 
in 1935. Following his suit, Pete Lessord 
of St. Lovis was the first jobber to 
stock this type of merchandise. Last 
year, 1935 wound up with the record 
showing that Ston Snyder made co 
pretty good pounce, after all. 





setts corporation, formed specifically 
to distribute the Corozone line. Ab 
bott P. Smith, II, of Boston, is presi- 
dent and general manager. John A. 
Rutherford, of Winchester, Mass., is 
general sales manager. 


What is purported to be the largest 
telephone hookup ever attempted in 
industry for sales purposes, was spon- 
sored by The Voss Bros. Washing 
Machine Company of Davenport, 
lowa. With Mr. E. F. Voss, Sales 
Manager, “presiding,” the conference 
permitted a quick means of announc- 
ing new sales features, and an ex- 
change of sales ideas to 40 salesmen 
and supervisors in 22 cities. 

The Voss Company is enthusiastic 
over the success of this novel confer- 
ence, and are planning to have similar 
telephone hookups arranged monthly. 





It was time for congratulations recently when the Electric Institute of Washing- 
ton (D. C.) held their second annual Institute night. Here are four principals: 
Left to right—Dr. Wm. McClellan, president of the Potomac Electric Power Co.; 
standing) Lew Hohn, president, Syndicote Trading Corporation; Frank R. Mc- 


Ninch, chairman of the Federol Power C 
president of The Electric Institute of Washington. 
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COOLER 


{fers EVERYTHING 


UST a moment's study of 
the picture of the PELCO 
shows you why the restaurant, 
tavern, road house, refresh- 
ment stand, billiard parlor, 
resort, cigar store, delicatessen, 
hotel, bakery, creamery — in 
fact, any place serving bottled 
beverages and food is a live 
prospect for PELCO. 


PELCO Outperforms the Field 


PELCO cools bottled bever- 
ages from room temperature 
to 40° F. in 30 minutes. 
Here’s why .The upper com- 
partment contains water. Ice 
forms around the sides and 
floats away to make room 
for more ice to form. Bot- 
tles are surrounded by float- 
ing ice — subject to very 
rapid heat transfer. The 
spacious food compartment 
keeps food in prime con- 
dition. 

Pelco has many other out- 
standing, exclusive features. 
It’s the most ADAPTABLE, 
most PRACTICAL cooler 
made. Plugs into any light 
socket. Easily moved about. 


Send for FACTS 


PELCO bas tremendous sales 
possibilities. Just count the 
prospects near you. Liberal 
dealer franchise. Address in- 
quiry to Desk D. 


Refrigeralor Diviaion 


PORTABLE 


ELEVATOR MFG. CO. 
BLOOMINGTON, 
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Heater Cords 


Have to be Good! 


Underwriter’s Laboratories 


have developed a new testing 


ies reported on Bending and 
Twisting Tests of Heater Cord, 
outlining the development of a per- 
formance test method to determine 
the durable qualities of heater cords. 
Subsequently the endurance testing 
machine was adopted and has been 
used regularly in the factory inspection 
and label service work on heater cords 
at the factories of subscriber manu- 
facturers of the Laboratories. 

Due to the opportunities afforded by 
the use of such a machine in experi- 
mental work, manufacturers have 
made rapid strides in the development 
of heater cord, which have resulted 
in material that, on the average, far 
surpasses the most durable cord man- 
ufactured at the time the machine 
was first put into use. The machine, 
designed for the testing of cords to 
a minimum standard of 1000 cycles, 
has now been found unsatisfactory 
when used in the testing of cords made 
to a minimum of 10000 cycles. It has 
also been found unsatisfactory for test- 
ing new forms of construction. 

In view of these conditions the Lab- 
oratories has for the past eighteen 
months, been experimenting with a 
new type of machine designed to test 
the various heater cord being manu- 
factured at the present time. A ma- 
chine has been developed which reg- 
isters a satisfactory measure of the dur- 
able qualities of present-day heater 
cords: one which incorporates a much 
simpler mechanical motion, thereby 
reducing the effects of minor varia- 
tions in assembly and wear, and which 
has reduced, still further, the personal 
equation involved in the operation of 

such equipment by different individu- 
- The new machine was demonstrat- 
ed recently at a meeting of heater cord 
manufacturers at the Laboratories’ 


if 1927 Underwriters’ Laborator- 









machine for 10,000-cycle cord 


By G. B. Muldauer 


New York offices. The manufacturers 
present voted unanimously in favor of 
adopting it as a standard for factory 
inspection and label service work. 
The illustration shows the general 
appearance of the new machine. It con- 
sists essentially of a rack and pinion 
drive actuating four pinions, each of 
which incorporates an eyebolt. The 
rack is driven by means of a reducing 
gear and cam, the cam imparting a 
uniform time-space motion to the rack 
on the forward stroke and a rapidly 
accelerated return. A counterweight 
assures proper operation on the return 
stroke. The cam operates at a rate of 
approximately twenty revolutions per 
minute through a motor and reduction 
gear drive, similar to the mechanism 
provided on the older machine. 
With the rack at the end of the 


’ return stroke, samples of heater cord 


are passed through the eyebolts and 
clamped to short lengths of V-belting 
near each end of the samples. The 
lengths of V-belting pass over grooved 
pulleys with weights attached to their 
free ends, as shown in the illustration 
below. 

The lengths of heater cord are con- 
nected in series through the electrical 
control and load circuits. When the 
machine is started the eyebolts revolve 
approximately two turns, twisting the 
cord above the bolt. On the return 
stroke the weights on the ends of the 
V-belts cause the cord to untwist and 
return to their original position. 

The samples of the cord are under 
the same tension during all portions of 
every cycle and are subject to the same 
amount of twisting. These two factors 
constitute the principal improvement 
of the new machine. Other improve- 
ments concern the elimination of com- 
plex linkage mechanisms and of cer- 
tain elements in the human equation. 











an 
important 
economy 
feature in 


CHROMALOX 


Super-Speed 
RANGE UNITS 


Here is a powerful sales point on 

these popular electric range “top 

burners.” The two rings which com- 

prise the unit are separately wired 

One burner — usually the center ring 
| —ean be operated independently, 
concentrating the heat where it i- 
needed. By switching to “HIGH”, 
hoth burners can be operated at once 

In several ways this construction 
provides outstanding economy. A 
small diameter pan can be heated on 
the smaller burner alone. Or with 
larger pans, the cooking operation 
can-be started with both burners, and 
continued with only one. Or a frying 
pan, which tends to cook faster in the 
center, can be uniformly heated by 
using the outer burner only 


With Chromalox Super-Speed unit- 
in only four assemblies, you can fit 
every range made. Here is a splendid 
opportunity for quick profits in mod 
ernizing ranges. For details, use the 
coupon. 





Mail with your business letterheaa 
EDWIN L. WIEGAND CO 
7525 Thomas Bivd., Pittsburgh, Pa 
Send me the “‘Chromalox Pian’ book 





Posiuon 





Name 
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The Merchandising Month — By |. £. Moffatt 


Thumbs Down ! 
The Appliance Trade Condemns the REA Cooperative Buying Program 


Making Money in the Kitchen 


The Housewife Con Earn Money for her Family by Baking at home in the 
kitchen . . . a pictorial comporison of costs — By Tom F. Blackburn 


The Buying Block 
45 ovt of every fifty fomilies in a single block are prospects for either a 
refrigerator, range, ironer or washer — By G. E. Stedman __ 


Free Lancing in Appliance Sales 
Parsons of the Honeyman Hordwore Company, Portland, O., is a lone wolf 
when it comes to digging up prospects — By Henry W. Young 


Ask the Man Who Owns a Stoker 
The experience of Clork & Jones of Birmingham, Ala., who look forward 
with confidence to selling 100 stokers this year — By Geo. H. Watson | 


Hell on Wheels 
Al Bell of Mace-Ryer, Kansas City is a demon radio solesmon—Here's why 


Campaigning Refrigerators 
Some experiences of the Monongehela West Penn Public Service Company 


A Dealer's Electrical Exposition 
Air Conditioned Refrigerators 


The Guarantee Exchange Certificate 
An answer for the dealer to the vexing problem of washer trades 


“We Can Prove it" 
The Tidmarsh Company at Ph 
gvide in selling opplionces 





, Ariz., adopted that slogan as their sales 


An Architect Plans an Electric Shop .. 


Electrical Manufacturers Organize for More Appliance Sales 
An account of the recent meeting at NEMA 


New Positions of the Month .. 
On the Record 
Editorials 


A Review of New Products 
A description of new devices and new models of appliances that have ap- 
peared on the market during the past month — By Anno A. Noone , 


Why Will It Run Cheaper? 


A discussion of refrigerator insulation — By Rk. G 


Helping Dealers Sell in Tucson 
The power company quit merchandising two years ago .. . 
the ball rolling with promotion money and free wiring 
The Selling Hall of Fame 


Another eight retail salesmen are singled ovt for their outstanding achieve- 
ments on the firing line 


Lindsay 


The Kitchen Modernizing Bureau Goes Into Action 
A movement thot will hove a constantly increasing momentum 


Laundry Driers a Natural 
Wilkins-Leonard follow the washer sale with an extractor 


Another Slant on Rural Electrification 
A pioneer in the business of selling and servicing farm power plants costs a 
slightly jaundiced eye on the current REA activities — By R. Silbor | 


Service Section 
Heoter Cords Have to be Good ! 


Underwriters’ Laboratories invent a new machine that puts them through even 
stiffer paces for quality — By G. B. Muldaver 


The Statistical Barometer 
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STATISTICAL 






BAROMETER 





A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 


Market Analysis Department 
Electrical Merchandising 


WASHERS 


Now that complete sales records for the 
month of December, 1935, are available, it 
is apparent that Electrical Merchandising’s 
estimate of 1,209,176 electric washers sold 
in 1935 was too conservative. According to 
official figures released by the American 
Washing Machine Manufacturers Associa- 
tion, 1935 closed with sales totaling 1,228,- 
774 electric washers, valued at $79,931,748 
retail. This represented an increase of 9.6% 
in retail value over sales of 1934. 

The following tabulation showing month- 
by-month sales in 1935 contains some slight 
revisions over previously published figures: 


Jan. 1935 80,143 electric washers 
pen. 2935 nn TS - = 
ss es 121,604 = 

Apr. 1935 ..... 121,456” ” 
May 1935 ...... 100,524 " 
iene 1995... FAP ag “3 
July 1935. 93,809” ° 
Aug. 1935 124,877.” ” 
Sept. 1935 135,376 =” - 
Oct. 1935 —........ 121,013 ” ss 
Nov. 1935 ....... 75,265 25 2 
Dee. 1935 ....... 76,6012 5 X 
Total 1935 .. 1,228,774 ™ " 





Saturation, Jan. 1, 1936 — 10,346,482 
homes, or 48.8% of total wired homes. 


v 
GAS ENGINE WASHERS 


As with electric washers, December sales 
of gas engine washers were considerably 
higher than officials of the industry had 
predicted. The American Washing Ma- 
chine Manufacturers Association reports a 
total of 184,987 gas engine washers sold in 
1935, valued at $16,669,178—an increase of 
55.3% in number of units and 55.5% in 
retail value over sales of 1934. 

A tabulation of the month-by-month sales 
of gas engine washers in 1935 follows: 


Jan. 1935 _..._ 9,959 gas engine washers 
Feb. 1935 _.. 13,578 ” ™ ie 
Mar. 1935. 18,139” 
Ree. 05 uw 77 CO 3 i 
May 1935 _..... 17,988 ” ” 3 
June 1935 _.. 14,898 ” n 
July 1935 WW. 15,660 ~~ > = 
Aug. 1935 _.. 19,246 _” - - 
Sept. 1935 _.. 18,632 ” - is 
on 2 ... eee ” “3 
Nov. 1935 _.. 10,042” ” 
Dec. 1935 _. 10,808” = 
Total 1935 _.184,987 

v 

IRONERS 


Unexpected gains in December likewise 
brought ironing machine sales beyond the 
total estimated for 1935. An official release 
from the American Washing Machine 
Manufacturers Association shows 143,856 
household electric ironers sold in 1935, at a 
retail value of $7,860,291. The new totals 
represent a gain of 23.9% in number of 
units and 26.9% in retail value over sales 
of 1934. The following is a complete record 
of monthly sales of ironers in 1935: 




















Jan. 1935 8,031 ironers 
Feb. 1935 10,021 ” 
Mar. 1935 . . 10,808 
Apr. 1935 15,005 " 
May 1935 14,101 wed 
June 1935 10,814 
July 1935 10,737 as 
Aug. 1935 14,018 24 
Sept. 1935 14,984” 
Oct. 1935 13,995 (3 
Se xa § 
Dec. 1935 11,164 of 
0 |, EE = Cl a 


Satyration, Jan. 1, 1936 — 1,031,802 
homes, or 4.9% of total wired homes. 


VACUUM CLEANERS 


1936 has started with a bang for the 
vacuum cleaner industry. January sales 
of floor cleaners are up 20% over Janu- 
ary 1935, and hand cleaners ‘are ahead 
by 31.9%. Following are figures released 
by the Vacuum Cleaner Manufacturers 
Association : 
es CONE ko cues 72,833 floor cleaners & 

24,718 hand cleaners 
Jan. 1935 .60,180 floor cleaners & 
18,744 hand cleaners 

With actual sales records for December 
now at hand, the Vacuum Cleaner Manvu- 
facturers Association reports a total of 906,- 
049 floor cleaners and a total of 294,891 
hand cleaners sold in 1935. For floor clean- 
ers this was an advance of 25.4% in units 
and 27.0% in retail value over 1934 sales; 
for hand cleaners an advance of 19.9% in 
units and 11.3% in retail value. 

A summary of individual monthly sales 
of floor and hand cleaners in 1935 is given 
below : 











Floor- Hand- 

Type Type 

5 SO cman ae 18,744 
4 22,872 
i ew a 29,231 
et TE amm€,., ae 31,219 
May 1935 73,086 = 27,321 
June 1935 58,701 22,521 
July 1935 58,800 14,400 
Aug. 1935 65,128 16,227 
Sept. 1935 __. 78,343 27,478 
SS 29,047 
Mev. 1096 cman GS 29,261 
eee _.. 86,763 26,570 
Total 1935 906,049 294,891 


Saturation, Jan. 1, 1936—10,241,579homes, 
or 48.3% of total wired homes. 


v 


STOKERS 
Stoker sales in 1935 fell somewhat short 
of the totals predicted by Electrical Mer- 
chandising in the January issue. Accord- 
ing to a late release from the Department 
of Commerce, actual sales were as fol- 
lows: 
1935 1934 4% Increase 
Class 1 Stokers 
(capacity less than 100 Ibs. 
coal and hour) 41,126 
Class 2 Stokers 


23,214 77.2% 


(100—200 Ibs. coal) 3,162 2,282 38.6% 
Class 3 Stokers 
(200—300 Ibs. coal) 1,328 1,078 23.1% 


Totals 45,616 26,574 71.7% 


v 


CLOCKS 

According to a recent announcement, the 
Clock Manufacturers Association of Amer- 
ica will recommence its practise of com- 
piling sales statistics beginning January |, 
1936. As soon as figures are available, the: 
will be published in Electrical Mercha®- 
dising. 


v 


WATER HEATERS 


Revised reports indicate that approx! 
mately 70,000 electric water heaters of the 
storage tank type were sold in 1935. ‘hes 
sold at an average retail price of $77, 
at a total retail value of $5,390,000. I 
should be noted that these figures repre 
sent a correction in the water heater fg 
ures published in the January issue ° 
Electrical Merchandising. 
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Now in all three types 








Proved by Experience 


the one important feature among all electric refrigerators 
—most important both to the user AND TO THE DEALER! 


@ In 1927, after fifteen years of research, 
General Electric introduced the first 
sealed-in-steel refrigerator mechanism. 
General Electric engineers claimed it 
would revolutionize operating and 
maintenance costs of household electric 
refrigerators. It did! Its 8 year record for 
dependable year after year performance 


at low cost is unparalleled. It has saved 
refrigerator users hundreds of thousands 
of dollars. @ Basically unchanged, this 
famous G-E. sealed-in-steel mechanism, 
product of the world's greatest storehouse 
of electrical knowledge, now has double 
the “cold” producing capacity and uses 
40% less current! G-E Refrigerators, of 


course, have all the modern convenience 
features, but General Electric never 
forgets that dependable service and low 
operating cost, day after day, year after 
year, are what both user and dealer 
really want. General Electric dealers ex 

perience greater net profits through cus- 
tomer satisfaction and the elimination of 
costly service problems. General Electric 
Co., Appliance and Merchandise Dept., 
Sec. DE3, Nela Park, Cleveland, Ohio. 


GENERAL & ELECTRIC 











Today we are building a better refriger- 


ator than the world has ever known before. 
And we are telling the world about it as no 
refrigerator story has ever been told before. 
Today, to millions of people, one word means 
everything that is new and modern—everything 
that is beautiful and convenient— everything 
that is efficient and dependable in a refrigera- 


tor... That one word is 


Kelvinator 
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